


WINCHESTER 


TRADE MARK 


NEW DEVELOPMENTS 


7. outstanding developments in Winchester arms and 
ammunition are announced to the trade in this issue. They are 
indicative of the progressive and forward-looking attitude of the 
Winchester organization in its endeavor to place on the market 
merchandise that offers the utmost in service and quality. 


These new developments are: 


1—Non-mercuric Staynless primers for center fire cartridges. 
-Winchester again leads the way with a primer that combines 
the greater stability, increased sensitivity and greater reloading 
possibilities of non-mercuric priming with the non-corrosive 
qualities of Staynless. 

2—Super W Speed .22 rim fire cartridges—the Winchester long 
range, ultra speed, high power .22’s. 

3—A still greater Model 60, .22 cal. single shot rifle—now with 


chromium plated bolt, bolt handle and trigger; positive 
ejector; safety firing pin; black walnut stock and forearm, 
with well shaped finger grooves in the forearm. 


(For more complete details see advertisements in this issue) 


WINCHESTER REPEATING ARMS COMPANY 
NEW HAVEN, CONN., U. S. A. 
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| Frame adjusts from 8 to 12 in. 


demand. 


| Bridgeport, Conn. 


“Hack Saw Frame 
































Real Hand Protection 


Note the hexagon guard which 
prevents the hand from slipping 
and touching the blade when 
screw driver is used for elec- 
trical work. 

















8-Fluted Handle 
NOTE THESE These eight flutes are knurled on 
the top to atford a sure firm grip 
FEATURES of the handle and also to pre- 


OF THE vent serew driver from _ rolling 
» Pye when laid down. 


SUPER-GRIP 


| SCREW DRIVER 








TWO NEW POPULAR SELLERS 


In 4-inch and 5-inch sizes—25c in 6-inch size 


The New Forsberg “SUPER-GRIP” Whale Brand Screw Driver is 
unrivalled at the price. Only screw driver of this type with INSULATED 
Rubber Handle. Hexagon guard prevents hand from slipping and touch- 
ing blade when used on electrical work. Rubber handles are moulded 
under 75 tons pressure. Blade forged from Special Alloy Steel—tempered 
and hardened for severest use. Winged blade cannot turn in handle. 


2 types: Machinists’ Type, in 6 sizes, 2” to 8”. This type is also furnished 
in Handy Kits containing set of 6 screw drivers in leatherette case to retail 
at $1.35. Electrician or Cabinet Type in 6 sizes, 31%” to 101”. 


NEW Forsberg Rubber Handle—Pistol{ Grip 


Hack Saw Frame—Sensational 50c Seller 


This New Forsberg No. 75 Whale Brand Hack Saw Frame retails profit- 
ably at 50 cents, about what chain stores charge for wooden handle pistol 
grip frames. Steel insert welded inside frame reduces spring tension and 
eliminates handle breakage. Handle is moulded under 75 tons pressure. 


Blades can be faced in 4 directions. Depth of frame 234 in. Packed in 
individual boxes, without blade. Standard cases of 5 and 10 doz. In great 


The FORSBERG MANUFACTURING CO. 


$ pe cialists” 








U.S.A. 




















Attractive Counter Display Box No. 1120 
in three colors contains 2 each screw 
drivers, sizes, 2”, 3”, 4”,5”",6” and 8”. 


























Winged Blade Prevents 
Turning 
Blade is positively prevented 
from turning or twisting in the 
handle’ by 4 sturdy wings 
moulded securely into the handle. 
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is what both some Jobbers 
and some Retailers have said 
to us regarding the sales-help 
our policy, our plans and 
our prices supplied to them. 





| THANKS 


These few words dia- THESE TOOLS ARE SELLING 


monded at the top of one 
















BECAUSE 


FOR THE FIRST TIME IN HISTORY 
THE JOBBER CAN SUPPLY THESE TO THE 
DEALER SO THAT THE CONSUMER 
WILL BE ATTRACTED 


of our advertisements, 





which we repeated often 
last fall, TELL THE 
STORY. Now—AGAIN— 


JUST AS HELPFULLY. ASK YOUR JOBBER 


Sip eebaniee sc shies iat 
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ASK YOUR JOBBER 


To Enjoy Pruning-Shear Sales 


Quality and Price are vitally necessary 
and you'll find both in 


PRUNING SHEARS 





YOUTH PREFERS THIS SKATE 





PERFECTION : 
HONESTY 
ATTRACTION 


PRS 32 SRS —- -_ o — 
Sa SIRO EATS HS ERLONIEAE © ITPA RR Dt 8 


REAL VALUE 
and more important: A PROFIT YOU MAY RETAIN 


when you offer EXT “Let’s Go” ROLLER-SKATES 


HOUSEHOLDERS’ & MECHANICS’ TOOLS—HARDWARE— 
METAL FORMING MACHINERY 


Established More Than a Century! 


THE PECK, STOW & WILCOX CoO., Southington, Connecticut 
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the New F(X Double 
x “With single trigger 144 














“ROX SPECIAL” sp Grade 
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**“Fox Special’ SP Grade 
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OR a generation, purchasers of fine sport- 

ing arms have chosen Savage and Fox prod- 

ucts because they are “‘extra value.” This extra value was never 
more pronounced than now, never better exemplified than in 
these three NEW Savage-Fox models. 

Fox Shotguns and Savage Rifles are bridging the wide gap 
between the best custom-built sporting arms and the modest 
purse ...each year are widening your range of customers, and 
securing for you added profits. 

I~ the new “FOX SPECIAL” double, Fox gun builders 
have realized their ideal and fulfilled the wants of your cus- 
tomers for a Fox Grade Double Barrel Shotgun equipped with 
single trigger to sell at a moderate price. This new model justifies 
the title “Priceless, but not high priced.” 


x 


High quality fluid steel barrels, proof-tested and guaranteed for shooting qualities. 
Forged ordnance steel frame—streamline—black gun-metal finish. 
Oil finished stock of selected walnut. Nicely checkered. Special fore-end. 
Non-selective single trigger —simple in design and positive in operation. 
Built in 12, 16, and 20 gauges—all standard barrel lengths and butte. 


SP Grade without single trigger — $45.00 Retail. 


A. H. FOX SHOTGUNS Manufactured by 
oC S (j SAVAGE ARMS CORPORATION, UTICA, NEW YORK 
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(Model 23 D) For the New Sensational .22 Cal. HORNET Cartridge 


Savage again leads in helping you capture customers—by answering the persistent and country- 
wide call for a medium priced bolt-action repeating rifle of fine quality, built to handle the 
new, sensational .22 Hornet Cartridge—acclaimed by leading authorities as “tthe most accurate 
cartridge ever known.” 

Model 23D has the traditional Savage accuracy and the swift easy bolt action, and depend- 
ability of our Sporter line with the special feature of a large one-piece pistol grip stock and 
forearm of new design. Barrel made of hi-power, smokeless steel. 

The Model 23D and Savage Hornet Cartridges offer your most exacting customers the ideal 
combination for small and medium game. Retail Price 829.95 

















The IDEAL DEER RIFLE 


(Model 99 RS) For the New Savage .250/3000—with 100 Grain Bullet 


From that day, more than 30 years ago, when Savage upset precedent and introduced the first 
American sporting rifle expressly designed for smokeless powder and cartridges of high in- 
tensity, to the present day, Savage has produced sporting arms and hi-power cartridges to 
provide for every American Big Game hunting need. The famous Model 99 lever action 
repeater and the .250/3000 cartridge with its 87 grain bullet are typical examples. 

Now, following this custom, Savage brings you and your customers another innovation— 
the Model 99RS Ideal Deer Rifle, and the .250/3000 Savage with 100 grain bullet ...a ham- 


merless, repeating, lever-action rifle with hi-pressure barrel, specially selected for accuracy. 
This rifle is fitted with a new and larger stock and forearm of special design, steel buttplate (shotgun type), 





Ballistics of leather sling strap with quick release swivels and screw studs. It is equipped with Lyman Windgauge and 
Savage .22 Elevation adjustment rear peep sight, Lyman folding leaf middle, and gold bead front sights. 
Hornet Retail Price 865 
Cartridge The Model 99R, companion Model to the 99RS, fitted with Buckhorn rear 
Khetail Price 848 


and gold bead front sight (without sling strap or swivels). 


Weight of bullet, 


45 grains 
Type of bullet, 
hollow point, mushroom ; 
Muzzle velocity, 
2600 f.s. 


Muzzle energy, 


675 ft. Ibs. 
ARMS CORPORATION, UTICA, NEW YORK 


Manufacturers of Savage, Stevens and A. H. Fox Sporting Arms 
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@ Shooters want U. S.... want it because 
U. S. has represented a high standard of 
ammunition quality for more than half a 
century...want it because they know they 
can depend upon it...because everywhere 
...in the field, on the range, at the traps... 
U.S. has established a reputation for unfail- 
ing performance and unquestioned quality. 
U. S. makes a complete line of shot-shells 
and cartridges...for every shooting purpose 
...for every shooter’s purse. The shells... 
all with non-corrosive primers...include 








U.S. AJAX HEAVIES 








The long-range loads de luxe. ‘‘Packed with 
the Power of the Thunderbolt’. Progressive- 
burning, smokeless powder. 12, 16 and 20 
gauges. Lacquered or regular waterproofing. 


U.S. CLIMAX HEAVIES 
High-powered long-range loads that sell at a 
moderate price. Red case, progressive-burn- 
ing, smokeless powder. 10, 12, 16, 20 and .410 
gauges. 






















he fellow on the 


side of the 


eounter WANTS it! 


Ajax Heavies and Climax Heavies (progres- 
sive-burning powder loads for long-range 
shooting) as well as the Defiance and 
Climax (popular loads for trap, Skeet and 
field shooting). The cartridges include such 
features as U. S. Copperheads (.22’s with 
coppered bullets) ; U. S. Copperhead Speed- 
sters, the new .22 speed cartridge with black 
case and coppered bullet; the world-famous 
.22 N.R.A.’s; and U.S. Improved Hunting 
Cartridges which give speed with weight 
behind it. 


- 
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U.S. IMPROVED HUNTING CARTRIDGES 


An advanced type of high-powered ammuni- 
tion, with Self-Cleaning (non-corrosive) prim- 
ing, for both the older and newer models of 
big-game rifles. Line includes 25-20, 25-35, 
30-30, 32 Winchester, 30 Govt. ’06, 30-40 
Krag, 6.5 m/m Mannlicher, 32 Winchester 
Special, 303 Savage, 25, 30, 32, 35 Remington 
Auto, 7.62 Russian, 303 British. Give speed 
with weight behind it. Deadly accurate. Noted 
for their terrific shocking force. Kill cleanly 
at long ranges. 
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U.S. CLIMAX TRAP LOADS 
Winner of the Grand American Handicap in 
1931. The well-known Climax shot-shell in 
loads especially developed for regular trap and 
handicap shooting. 


U.S. DEFIANCE TRAP AND SKEET LOADS 
Popular wherever gunners face the traps or 
follow Skeet... consistent winners at shoots 
everywhere... dependable quality loads at 
popular prices. 



























U.S. CLIMAX 


Dependable high-quality loads of uniform per- 
formance. Popular with shooters everywhere. 
Smokeless powder. 10, 12, 16, 20 and 28 gauges. 


U.S. DEFIANCE 


High in shooting qualities, low in price... 
Defiance looms high in shooters’ opinions 
everywhere. Smokeless powder. Red case. 12, 
16 and 20 gauges. 
























U.S. COPPERHEAD SPEEDSTERS 

.22 calibre speed cartridges with black case 
and coppered bullets. Short, Long, Long Rifle, 
.22 Winchester. Lubricated or unlubricated. 
Self-Cleaning (non-corrosive) priming. 


U.S. COPPERHEADS 
Distinctive .22’s with coppered bullets. Short, 
Long, Long Rifle, .22 Winchester and .22 
Winchester Auto. Self-Cleaning (non-cor- 
rosive) priming. 


U.S. .22 N.R.A’s 
Holder of world’s records. A superior small- 
game cartridge. Lesmok powder. 














U.S. PISTOL & REVOLVER CARTRIDGES 


Among other revolver records that fell to U.S. 












Ammunition in 1931 was a world’s record of 
449 x 450 over the Army Qualification Course. 
U. S. Pistol and Revolver Cartridges represent 
a high standard of accuracy and uniformity. 
There is such a cartridge for practically all 
the older and newer arms. Self-Cleaning (non- 
*corrosive) priming. 














AMMUNITION 


SHOT- SHELLS... CARTRIDGES 





UNITED STATES CARTRIDGE CO., 111 BROADWAY, NEW YORK, N.Y. 
General Selling Agents: 


NationalLeadCo., Buffalo, Chicago, Cincinnati, St. Louis, San Francisco, NewY ork ; National-Boston LeadCo., Boston; 
John T. Lewis & Co., Philadelphia ; Merchants Hardware Limited, Calgary, Alberta, and Winnipeg, Manitoba, Canada. 
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‘How can anyone make money 
on hickory handles | 9 
if he sells them like nails . 


Modern buying habits have caused dealers to 
adopt modern selling methods. In every line 
proved, practical, packaged merchandise is re- 
placing bulk merchandise and outselling it. 


























Customers no longer want to select handles from 
a dusty, dirty, assortment pulled from a pile 
under the counter. : 


Contrast this with our clean, glassine wrapped 
and individually packaged American King 
Handles, packed one dozen in a beautifully 
colored display carton, a good economical unit 
to order. Their outstanding quality does full 
justice to their fine, high luster wax finish and 
attractive packaging. 


Each handle hand-split of finest second-growth 
hickory, with octagon spring neck, oval flexed 
grip, swelled butt and clear straight grain from 
end to end. Scout, Hunter’s and Camp axes are 
oval. All are unsurpassed. 


Visualize this carton on your counter—think of 
it in terms of greater sales. Write us—we’ll tell 
you how to make handle selling doubly profit- 
able. 


The American Handle Co. 


Jonesboro, Arkansas 
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vast NEW (Profit FIELD 
WIDE OPEN 


by sensational 













4-speed movie camera 
heading the 


Stewart-Warner 
Movie Equipment Line 





Here is the camera so outstanding that Hollywood movie 

stars use it personally — yet priced so millions can afford On ae 
it—and so simple anyone can operate it. That’s the com- Sound Corian 
bination that has rung the bell of popular demand — and of sporty new design 
uncovered a rich market for you. 


Designed by Hollywood Professional cameramen, the 
long life and dependability of this new type movie maker, 
built by Stewart-Warner, is insured by 25 years’ experi- 
ence supplying the world with the finest, most accurate, 
gear-driven products. 


Such a camera had to be good. It is. The 16-mm. trade 
accepted it as soon as it appeared. 


Think of what you can offer for $50! A high- 
grade camera, with a combination of sensational 
features never before offered at any price. 
Even includes 4 speeds: S-l-o-w motion—low 
—regular—and talking picture speed. 


The percentage of sales from the thousands of inquiries —_- 
already received from national advertising, proves the vast 
profit market, being opened up by the new Stewart-War- 
ner Movie Equipment line. Some dealer in your locality 
will share in this profit—why not you? 


Motion Picture Division, 
Stewart-Warner Corporation 

1826 Diversey Parkway, Chicago, Ill. 
Gentlemen: Please send me the facts on the Stewart- 


That’s just a beginning, for the sale of the camera builds Warner Movie Equipment Line. 


steady repeat business in films, lenses, etc. Remember, too, aan aa 
the camera buyer at once becomes a live prospect for the 

Stewart-Warner Projector and Screen. Write for details. Address 

Stewart-Warner Corporation, Chicago, U. S. A. Town or City._____--------- -State 
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THE LIGHT UNDER THE BUSHEL 
IS STILL BURNING BRIGHTLY 


light hidden under a bushel continues to 
burn brightly—but its rays cannot be seen. 


In much the same manner—the light of farm 
prosperity is sometimes hidden from sight—but 
it also is burning brightly. You have only to re- 
move the “bushel””—and progress will sweep on. 


How can it be done? Well—the answer is quite 
simple. By helping to bring about an improve- 
ment in farm methods and farm operation—you 
will, also, bring about increased farm income. 


This is easy to appreciate—and just 
as easy to carry into effect. With 
good fencing—for example—the 
farmer is enabled to market his corn 
and surplus grain crops “on the 


hoof’’ at better prices. He can rotate his crops 
and stock to the best advantage. He can increase 
soil fertility. He can lay out his fields for more 
efficient and more economical farm operation. 


The result will be certain—more dollars for the 
farmer to spend—greater purchasing power that 
will affect every item in your store. Remember, 
then, that when you talk fencing and staple 
necessities in terms of farm relief through farm 
improvement—you are actually creating the 
“better times’’ you have been wishing for. 


But—you must really work toward 
that end. Wishing alone won't 
help—it’s action that counts. So 


~ ‘A ie lift the ‘‘bushel” and let the light 


be seen by all. 


Because of their = quality, 
American Steel & ire Company 
Zine Insulated Fencing, Steel Fence 
Posts, Poultry Netting, Steel Gates, 
Barbed Wire, Nails and Wire of all 
kinds are rore easily sold—more 
profitably merchandised. 


AMERICAN STEEL & WIRE COMPANY 


SUBSIDIARY OF UNITED ts STATES STEEL CORPORATION 


208 South La Salle Street, Chicago And All Principal Cities 
Pacific Coast Distributors: Columbia Steel Company, Russ Bidg., San Francisco 
Export Distributors: United States Steel Products Company, New York 
a e * * e * e @ © 6 * € 
HARDWARE AGE 





Dependable 

Constructed of the best 
materials throughout 
they will stand abuse. 
The recognized stand- 
ard for over 40 years. 


Tato every piece of “Gold Medal” Folding Furniture are built 


Comfortable 


Flexible seats and 
backs of roomy pro- 
portions—arm rests of 
the proper height— 
give luxurious comfort. 


Beautiful 
Distinctive patterns in 
modern colors and 
color combinations to 
harmonize with any 
decorative scheme. 


those inherent qualities that attract new customers as strongly as they hold the old. Here are the 
4 main reasons why “‘Gold Medal”’ sells year in and year out. 


Convenient 

Light in weight, they 
fold compactly for 
transportation or stor- 
age. Adaptable for in- 
door or outdoor use. 


There is a “Gold Medal” number to fill every folding furniture requirement for home, 
borch, lawn, beach, or camp. Send for the new 1932 ‘Gold Medal’’ catalogue in colors. 


GOLD MEDAL FOLDING FURNITURE CO. 
1706 Packard Ave., Racine, Wis. 


No. 35GM 


yg ‘ 
No. 35XM2 
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No. 12CG 


No. 41GM 


No. 11CGS 


No. 41ES2 
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~ No. 11CS 


























For sun room and bridge or as extra chairs in any 
room—for porch, lawn, garden, beach, and camp—there is an existing de- 
mand for “Gold Medal” the year ’round. The new garden umbrella in pat- 
terns and colors to match chairs completes the “Gold Medal” Ensemble—a 


volume producing unit of sale. 


No. 8GM 








The time proven principles of design and con- 
struction that assure the utmost in comfort, convenience, and durability have 
made ‘“‘Gold Medal” Folding Furniture the choice of campers and explorers 
for more than 40 years. It is built right and priced right for steady sales and 
worth while profits. Write for your copy of the 1932 “Gold Medal” Cat- 
alogue in colors. : 


GOLD MEDAL FOLDING FURNITURE CO. 
1706 Packard Ave., Racine, Wis. 








YOUR CUSTOMER KNOWS 
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“The recollection of QUALITY remains long after the PRICE is forgotten” —E. C. SIMMONS 


ARE COMPANY 
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Quality Products 
are money makers 


Buyers always like to patronize a certain store be- 
cause they feel it’s “reliable”. .. every item they 
buy there gives satisfaction. When you sell Clinton 
Poultry Nettings, either hex or straight line, you 
know that the mesh is always uniform, the wire is 
full gauge and the galvanizing is real. Be sure 
your stock is Clinton Nettings. It will give you 


. and your customers .. . SATISFACTION. 


AMERICAN WIRE FABRICS CORPORATION, 
Subsidiary of Wickwire Spencer Steel Co., 41 East 42nd St., 
New York City; Buffalo, Chicago, Tulsa, Worcester; Pacific Coast 
Headquarters: San Francisco; Branches and Warehouses: Los 
Angeles, Portland, Seattle; Export Sales Dept.: New York City. 
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Li NTO POULTRY NETTINGS 


and HARDWARE CLOTH 
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STAYNLESS CENTER FIRE CARTRIDGES 


Winchester has again demonstrated its leadership by 
the development of the greatest center fire primer 
in history. In this new primer all mercury is elimi- 
nated. Yet the complete advantages of Staynless (non- 
corrosive) priming are maintained. Winchester has 
thus achieved the long sought ideal—vastly improved 
stability— greater sensitivity—maximum reloading 
possibilities—longer barrel accuracy life—with the 
freedom from rust of Staynless. 


During the world war attention was focused upon 
the marked effect of climatic changes on mercuric- 
primed cartridges. The remedy was furnished by Win- 
chester in its famous non-mercuric primer which was 
adopted by the government for its standard. This 
Winchester primer demonstrated its remarkable sta- 
bility under climatic changes as well as unexcelled 
accuracy, uniformity and power. 


In its new non-mercuric Staynless primer, Winchester 
has now even excelled the ballistic excellences of its 
great war primer. In addition to the elimination of 
the mercury content the new primer is absolutely free 


WE UNHESITATINGLY SAY THIS NEW 


from ground glass and any other harmful abrasive. 


This epoch-making new primer brings you these 
highly important advantages: 


Greatly increased stability — Absence of mis-fires, hang- 
fires and other forms of mal-functioning under extremes of 
heat and humidity and also of cold. After months of storage 
under temperature of 90° to 100° and with 90 per cent 
humidity not a single mis-fire has been found. Exhaustive 
tests of the primer when frozen have also disclosed no mis-fires. 


Increased sensitivity = Insuring dependable functioning 
even in arms developing weak action because of mechan- 
ical conditions or the effects of extreme cold. 


Full reloading possibilities — For the first time since the 
introduction of non-corrosive priming in centerfire cartridges 
virtually unlimited reloading is made possible. The amalga- 
mation and subsequent brittleness of the cartridge case 
that prevents repeated reloading is prevented by the elimina- 
tion of the mercury. 


Longer barrel accuracy — The new primer also reduces 
barrel erosion and so prolongs the accuracy life of the barrel. 


PRIMER IS IN ALL RESPECTS THE MOST 


SATISFACTORY AND BEST CENTER FIRE PRIMER EVER PRODUCED 


We have proved this not only in the laboratory but in actual service for we 
have been using this primer in our regular production for some months. 


Now available in the popular rifle, pistol and revolver sizes. 


WINCHESTER REPEATING ARMS COMPANY, New Haven, Conn., U.S. A. 


Guns and Ammunition e Flashlights and Batteries e Fishing Tackle e Ice and Roller Skates e Cutlery e Tools 
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A Straight Line 
Perfect Poultry Fence! 






NO TOP OR BOTTOM RAILS 
REQUIRED 


CAN NOT BE UNTWISTED 


HANGS STRAIGHT AND 
TIGHT 


















Net-Wick is a new combination of mesh 
and gauge wire that offers the perfect 


Check the 


sales features and see for yourself the 


straight-line poultry fence. 


many advantages of this netting. No top 
or bottom rails are required for the hori- 


and tight, holding the fence in position 
without the use of rail or board. 

Net-Wick is made with a continuous 
twist. Try to untwist it with a pair of 
pliers—it just can't be done. These are 
features that sell new customers and keep 


the old ones. 


zontal wires may be stretched straight 








HEN-CHICK—A new mesh poultry fence to take care of all poultry— 
chicks to turkeys—for Hen-Chick is made with four different meshes. 
Meshes run from top to bottom as follows: Eleven 4 inch meshes; six 
2 inch meshes; four 114 inch meshes and at the bottom ten 14% inch 
meshes. Made in one grade, one width and one length bale. Construc- 
tion features are the same as Net-Wick. 
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THE EMINENT MANUFACTURER 
WHO SAVED MONEY BECAUSE OF 


RB«W's 


PRECISE TOLERANCES 


AN eminent manufacturer of automotive axles gave 
us his initial order for a nut that must be extremely 
accurate in size. With this first order we received 
instructions to work to certain tolerances, which 
left an allowance for lapping to size. 

This customer had the conviction, as a result of 
past experiences, that he was simply unable to buy 
these nuts anywhere completely finished to the 
accuracy and uniformity required, and therefore 
had been “lapping out” each nut in his own plant, 
a costly procedure, but one which assured the 


desired result. 


wean SR 
05 ea aa 


After receiving several shipments of nuts from 
RB&W, made with the lapping allowance, our 
customer’s shop men discovered they were “lapping 
out” the identical amount from each nut, so closely 
were we adhering to a definite dimension within 
the tolerances specified. 

The customer expressed surprise at the uniform- 
ity that was being, maintained in the RB& W 
product, and finally changed the tolerance specifi- 
cations to those required in the finished nut, 
eliminating the expensive “lapping out” operation 
in his own plant. The result was a reduced cost of 


the product, with no loss in quality. 


Give your customers the best— always 
specify R B & W EMPIRE Brand on your 


bolt and nut orders to your jobber 


RUSSELL, BURDSALL & WARD BOLT & NUT CO. 


PORT CHESTER, es fe Sont\ Sales Offices at Philadelphia, Detroit, Chicago, 
ROCK FALLS, ILL. CORAOPOLIS, PA. ’ San Francisco, Los Angeles, Seattle, Portland, Ore. 





MARCH 10, 1932 17 


















DAISY “A STARCET, 

















tieeeemas 
tne rs) se 








BULLS EYE 


STEEL 
oe 
AIR RIFLE SHOT 








COPPROTECT 
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The New Air Rifle Shot 
with the Copper Jacket 


Every boy with an air rifle will want this 
new air rifle ammunition as soon as he 
sees it. 


Copprotect Steel Shot is made with an 
accurate steel interior coated with a pro- 
tecting shell of copper. It is the finest 
air rifle shot ever made and will outshoot 
any other kind of shot on the market. 


The copper jacket makes the shot not only 
shoot stronger but straighter as well. Being 
absolutely true it can never jam or stick 
in the rifle barrel. The soft outside jacket 
takes up all slight inequalities so that the 
full charge of air is always behind every 
shot, giving it maximum power. 


Sold in handy tubes, 5 cents each, making 
it not only the truest, most accurate air 
rifle shot made, but the cheapest as well. 


DAISY SHOWS SOMETHING NEW 


TWO INNOVATIONS THAT WILL 


INTEREST EVERY LIVE 
RETAILER 









This is the time when every manufacturer should offer every 
possible inducement, especially in price, to make his goods 
more acceptable to the public. 


Daisy has met this challenge in a way that will win the ap- 
proval of every merchant who handles the Daisy line. 


Beginning April 1, 1932, the Daisy Folding Target, which 
has hitherto been sold as a separate item retailing at 50 
cents, will be packed with the Daisy Pump Gun, and included 
free with the gun at its regular retail price of $5.00. Thus 
the boy will be able to buy for $5.00 a complete shooting 
outfit, which previously cost him, bought separately, $5.50. 
The retailer’s discounts remain as before on the gun alone 
Live merchants can use this new packing as an inducement 
to increase their sales during the coming season. 


The second innovation is the introduction of new copper- 
coated steel shot for air rifles to be known as BULLS EYE 
Copprotect Air Rifle Shot. This is the same famous Bulls Eye 
Steel Shot, but with a copper coating that greatly increases 
its shooting value. - 


Retailers can secure both of these new Daisy items after 
April Ist, by ordering from their regular jobbers. 


Daisy Manufacturing Co., Plymouth, Mich., U. S A. 


Pacific Coast Branch: 
Phil B. Bekeart Co., Mgrs., 731 Market St., San Francisco, Calif. 


Southern Representatives: 
Louis Williams & Co., 511 Exchange Bldg., Nashville, Tenn. 


Export Office:—44 Whitehall St., New York City 


DAISY 


AIR RIFLES 
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COLUMBIAN 


MARCH 10, 





Any manufacturer can produce a rope that has excessive 


strength—a rope that will float almost indefinitely or make a 
rope which will have an exceptional beautiful appearance. 


But the important thing to do is to make rope day after 
day which will exceed the Bureau of Standards’ strength figures 
and which will be waterproofed, rotproof, durable, perfectly 
balanced and have a fine appearance. 


Columbian has done the important thing and that is why 
Columbian Rope bought today and Columbian Rope bought 
a year from today will both be of the same high quality. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee Street 
Auburn “The Cordage City” N. Y. 


Branches:— New York Chicago Boston New Orleans 
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THESE FINE POINTS sn FLY RODS 
help you close more sales || \WHAT HAPPENS 


These features insure WHEN 


the action and strength 


of every Winchester ; . THE 


bamboo fly rod. 




















1—Ferrule (with windings s removed) showin the six true ser- 
rations that serve as shock absorbers to 


istribute strain. 








2—Cross onthe of Guile showing end of cane 2 peotected 
against all moisture by a permanent metal seal. 


Of necessity, the weakest point of a bamboo 
fly rod comes at the ferrule. The continu- 
ous flexibility of the cane is here abruptly 
interrupted. If the strain of constant action 
or a sudden severe shock is concentrated 
at the edge of the ferrule there is danger of 
a fracture that may cost you your biggest fish. 


The six long, square tipped fingers of the 
Winchester serrated ferrule act as effective 
shock absorbers to distribute the strain so 
that. it cannot be concentrated at a single 
point. Otherwise there is a tendency to 
concentrate this strain and produce a knife- 
edge action that breaks down the enamel 
at this point. 


The scientifically designed ferrule, found 
on all Winchester fly rods, acts not only as 
a shock absorber but is absolutely water- 
proof. Every rod is certain to get wet at 
some time. In a Winchester, however, the 
end of the cane inside the ferrule is sealed 
by a solid metal wall that protects the core 
from the disintegrating effects of air and 
moisture. 











An exclusive fea- 


ture, found on 
most Winchester 
fly rods is the 
unique Roto- 
Ring tip top. This 
tip top is of file 
hard steel, chro- 
mium plated to 
prevent rust and 
to makethe wear- 
ing surface even 
harder. The ring 
rotates slightly 
with each cast to 
distribute wear 
and so prevents 
scoring. A scored 
tip top will soon 
ruin the most 
expensive line. 


These are but a few of the “fine points” which make 
Winchester Rods as sure to win a sportsman’s affection as a 
Winchester Gun. In bamboo rods for spring, we suggest 
you feature: 
Series No. 6149—a beautiful, hand made, dry fly 
rod (8, 84, 9 and 9% ft.) at. . (retail) . $35.00 
Series No. 6065—an unusually handsome fly rod in 
8, 9 or 9% ft. lengths at . . (retail) . $15.00 
(The above rods furnished with an aluminum case) 
Rod No. 6320—a “combination” rod which can 
be used as a fly, bait or bait casting rod—each in 
severallengths . .. . .. (retail) . $15.00 


Have you seen our full line of bamboo, solid steel and tubular 
steel fly and bait castingrods? Ask your jobberto show samples. 


WINCHESTER REPEATING ARMS CO. 
New Haven, Conn., U. S. A. 
Makers of Guns and Ammunition—Flashlights and Batteries 
—Ice and Roller Skates—Fishing Tackle—Cutlery— Tools 
All Winchester Quality 


WATER 
FAILS TO RUN? 


When faucets are dry household 
guns start to boom. The air is full 
of trouble for someone until the 
water starts to run. 


An ever-ready never-failing water 
supply protects against occurrences 
of this nature. You can’t go wrong 
when you sell and install Myers 
Self-Oiling Automatic Water Sys- 
tems. Everyone knows how well 
they are built. Everyone recognizes 
their reliability, fine service and ex- 
treme economy. Nothing has been 
left undone to provide users the ut- 
most in pumping value. 


Quality, permanency, national 
publicity, and a complete line of 
both deep and shallow well types 
in a capacity range up to ten thou- 
sand gallons of water per hour are 
Myers talking points worthy of 
more than passing consideration. 


With the important Spring Sell- 
ing Season just ahead every dealer 
is extremely interested in a depend- 
able line like the Myers. 

We solicit your inquiries by mail 
or by wire. 


MYERS 
SELF- 
OILING 
AUTO- 
MATIC 
DEEP 
WELL 
WATER 
SYSTEM 





Pumps—Water Systems—Hay Tools—Door Hangers 
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HERWALLOP, 
that puts 


BEPLUINICIH 
in your sales. . 


IGHT in time for your big 
spring .22 rim fire business 

comes the newest development in. lon: 
range, ultra speed, high power .22’s — 
Winchester SUPER W SPEEDS. 
Cracking through the air with over 25% greater 
velocity and dealing a blow of 60% greater power 
(average), SUPER WSPEEDS strike like a sledge hammer. 
Their higher speed means also flatter trajectory. 
Thus SUPER W SPEEDS are ideal for all kinds of small 
game in America. Especially for the fast-running rabbit 
and fox, and. for woodchuck—game where quick shooting and 
long range are essential to the kill. And for the trapline they 
are just the ticket in either rifle or revolver. 
For Winchester SUPER W SPEEDS are adapted to all standard 
tifles, pistols and revolvers of the caliber B se on the carton. 
With a cartridge case of a new and stronger metal, loaded 
with a new powder, SUPER W SPEEDS bring new shooting 
results, 
The famous Winchester Staynless priming prevents rusting 
and pitting of the rifle bore. They also have the popular 
Winchester Kopperklad bullets —greaseless, self-lubricating. 


Their Winchester name assures their accuracy and 
dependability. 
Get the full selling benefit of these new 


.22’s. Order from your jobber TODAY. ; 
WINCHESTE 


-22 Short — .22 Long | Boot — _ co Oh 
— .22 Long Rifle— .22 W.R. F. sf RIM FIRE -  CARTRIOGES 


Solid bullet or hollow point. j | ‘SUPERWSPEED| 


SUPER WSs Pee 
» » x: 
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100,000 SOLD IN 1931 MODEL / 


Winchester Model 60 was introduced early ; 


in 1931—the leader of a new type of .22 


rifle. Approximately 100,000 were sold in 
that first year — unanswerable proof of 
public response to Winchester value-giving. A 

A 
in the sun 


Everything that made it the “best seller” 
of last year— .. 


* 4 PLUS these ADDED features— 





NOW — MODEL 60 OFFERS . 
AN EVEN BIGGER VALUE 










Look it over. You'll see 
at once that it is greater 
value than ever at the 


1932 price. Ve by 
















1 —Well shaped finger grooves in 
e fore-arm—easier, sure grip—real 
addition to appearance of arm. 


2— Positive ejector — withdraws 
shell and throws it clear of rifle. 






rg 3—Chromium plated bolt, bolt handle and trigger —rust- 
proof, smooth-working and a striking spokesman for the 
quality of the rifle. 














4 


85 





4—Safety firing pin—when in safety position rifle cannot be 
discharged. And when gun is cocked bolt cannot be opened. 


5—Genuine full size black walnut stock and fore-arm. 


Model 60 is indeed “every inch a Winchester.” Its beautiful 
balance—one of the outstanding features of this arm-—is due to the 
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scientific selection of just the right length of barrel for the size and | 


piv weight of the stock—a barrel that admirably combines high accuracy | 
oe 


without sacrifice of velocity. 


Model 60 is chambered for .22 Short, .22 Long and .22 Long Rifle a 
and is designed to handle adequately the new high power .22 7 
rim fire ammunition as well as the regular .22’s. It is strong, es 





safe and an arm that will instantly appeal to any man or boy. | 








WINCHESTER REPEATING ARMS COMPANY 
New Haven, Conn., U. S. A. 
Makers of 


Guns and Ammunition e Flashlights and Batteries ¢ Fishing Tackle e Ice and Roller Skates ¢ Cutlery « Tools 

























‘much more skate yet \ 
meet the field in price X 












Spring—and volume salesin rol- \ ™% 
ler skates—are just ahead. And \ ~ 
here’s the skate to bring you greater © 
volume. More skate for the money \. . 
—quality the public never has found \ % 
at such a price—a price which meets all Y 
competition and still leaves you a good \ 
margin. 

These skates are made, with the same long 
wearing self-contained and hardened, double- 
row, ball-bearing rolls found on the highest 
priced Winchester models. 


They have the famous Winchester bridge con- 
struction assuring rigidity at full extension. 


They have full-size, nickel-plated, strong steel 
frames,with effective rubber shock absorbers, 
and long-wearing,tanned, grain leather straps. 


| One model—No. 3631—is adapted to both 


boys and girls. Get prices from your jobber 
now and be ready for the spring skating fever. 
























WINCHESTER REPEATING 
ARMS COMPANY 


New Haven, 


WINCHESTER 


UNIVERSAL 
ROLLER SKATES 
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NOZZLE 


Patented 






Most 
Profitable 
Selling Hose Nozzle 


In spite of the LOW PRICE you can sell the 
| Sherman Diamond Hose Nozzle with absolute 
confidence that it will give unfailing service 
to every customer. 


The Sherman is made to last of Heavy 
WROUGHT BRASS. Instantly adjustable 
from a full stream to the finest spray with 
positive shut off. Meets ALL watering re- 
quirements. Spray point is accurately cen- 
tered insuring an even spray at all times. 

















The Sherman is free from sand holes and 
flaws and never leaks or wets the user. 
Throws more water farther than competitive 
nozzles made of cast-brass. Can be run over 
with a truck without injury. Priced so LOW 
that no hose user can offer a good reason for 
buying an inferior nozzle. 


Packed one dozen in attractive Counter Dis- 
play Carton that MOVES the goods. Each 
nozzle wrapped in Tarnish Proof Paper, 34 
inch size only. Keep stocked. 











Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 


Battle Creek Michigan 
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M. A. COE 
General Mor. 


“With our complete facilities for 
obtaining the best in raw mate 

rials—our own wood, steel, lac- 
quer — together with ‘accurate 
machinery for producing rules, 
we are able to control every step 
in producing the No. 266 Rule— 
a better rule than we or anyone 
else has ever made."’ 





E. V. HIGBEE 
Factory Supt. 


“I have opened the rule from 
either end and read it right side 
up, upside down, cross ways and 
every way. My judgment is that 
it’s a ‘knockout’.’’ 





E. L. WARREN 
Production Mgr. 


“I find the Duplex Rule the 
most convenient rule I have ever 
used. Because of the new Verti- 
cal Marking and the Double 
Graduations, there is no need for 
awkward shifting of the rule.’’ 





R: V. SANFORD 
Mfg. Supervisor 


“The guesswork is eliminated 
absolutely as the graduations on 
four edges assures accurate, as 
well as convenient, measuring.”’ 
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EIGHT “STANLEY” 


who “Know” Rules 


Pass Judgment 


on the new 


tanley ‘Duplex Rule 


No. 266 Regular and “F” Marking 


READABLE BT ANY ANGLE 














STANLEY TOOLS 


NEW BRITAIN CONN. 


iY you want proof of the quality and salability of this new 
Stanley Rule, read what these men say about it. They have been 
making and selling Rules for years. It takes a really outstanding 
Rule to win their praise. 


Stanley “Duplex” Rule 


Vertical Markings . . . Graduations on all four edges . . . Easy to 
read in any position—up or down, right or left—without reversing 
or turning the rule over. 


=> => = 


Ask your jobber about this new rule. Feature it during March. 
Carpenters will read about it in the Stanley Advertising in March. 


Send the coupon for a large Jumbo size reproduction of the 
advertisement. 
Ca 


(sass) 


ay 
USE THE FREE WINDOW STREAMER TO TELL CAR- 
PENTERS THAT YOU HAVE THIS RULE. It is a repro 
duction of the advertisement appearing in the Carpenter Magazine. 


STANLEY TOOLS Walle, .4S Sec owen’ : a er 
New Britain, Conn. 


Send us free Window Streamer. We want to 
show it in our window during March. 


ae ee , 








HARDWARE AGE 





R. M. PARSONS 
General Sales Mor. 


“Our No. 266 F Rule, which is 
especially designed to take sur- 
face measurements . . . the only 
rule that equals No. 266 ‘Zig 
Zag’ for all ‘round use.”’ 





F. J. GROSS 
Mor. Industrial 
and School Sales 


“The double graduations and 
vertical figures, is in my opinion, 
the most practical improvement 
since the origin of the ‘Zig Zag’ 
Rule.” 





A. L. STOWELL 
Chg. of Product 
Development 
“The most valuable improvement 
we have given rule users in my 
10 years with Stanley.” 





8. M. CRUM 
Metallurgist and 
Chemist 


“The selected sticks are filled 
and lacquered. to give a durable 
finish. The new stainless, joints 
have a corrosion and wear re- 
sistance exceeding any joints ever 
offered by anyone.”’ 
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Heads are accurately formed by up- 


to-date machinery — Strong — Can't 


twist off. 





; 
WHERE TO LOO 
AND FIND | 


QUA 


N the sturdy heads—in the uniform 
| steel—in the accurately fitting nuts— 
into every structural detail of Buffalo Bolts 
and Nuts is built quality. It is a reliable 
kind of quality, safeguarded by experts, 
and makes the “Buffalo” brand famous 


for durability and quickness of assembly. 


Three generations of engineers, machi- Buffalo Bolts are fabricated to uni- 
° a ; form specifications — with smooth, 
nists and manufacturers have recognized standard threads accurately cut (or 


rolled). 


“Buffalo Bolt” as the standard of service, 
quality and accuracy — your guarantee of 


continued profits. oF Accurately punched and tapped nuts 


fit snugly, yet ride evenly — always 
concentric with bolt—fit down 


BUFFALO BOLTS 


‘MADE BY BUFFALO BOLT COMPANY NORTH TONAWANDA, N. Y. 
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MONTAGUE 


The World’s Favorite Split-Bamboo Rods 







36 Rods for 
Fresh Water 
$2 to $60 


26 Rods for 
Salt Water 
$3 to $35 


y V 
Yow ll SELL Your 





MONTAGUE 
Split Bamboos 


AKE the Montague Red Wing 

“Game Cock” fly rod for example. 
Put one in your customer’s hands. The 
world’s best value in a fly rod at $25. 
Famous for its silky smooth casting and 
its splendid fighting mettle. 


He may or may not be a judge of fly 
rods, but he can appreciate the “Game 
Cock’s” worth and reputation. 


Montague gives you and him a selec- 
tion of a dozen world’s best fly rod 
values. And if it isn’t fly rods he is in- 
terested in, there is a Montague of every 
other style. 


Priced to Get the Business 


Montague Split-bamboo Rods for 1932 
provide you the most complete selection 
ever offered to the trade under our brand. 
Make your own choice, according to your 
demand—you'll have the values to get the 
takers. 

Fly Rods, $3 to $35. 

Bait-casting Rods, $2 to $20. 

Combination Rods, $7.50 to $13.50. 

Trolling Rods, $6 to $15. 

Spinning Rods, $10 to $15. 

Salmon Rods, $20 to $60. 

Salt-water Rods in every practical 
style, $3 to $35. 


Montague Split-Bamboo Fishing Rods are illus- 
trated and described in full detail in the new 1932 
Montague Rod Catalog, with list prices. Also 
1 Montague Reels for fly casting, bait casting and 


Wie! salt water fishing. Write for it TODAY. 


Best Jobbers Sell the Best—Montague Rods. 


MONTAGUE 


ROD AND REEL COMPANY 
W orld’s Largest Manufacturers of Split-Bamboo Rods 


Drawer A-O Montague City, Massachusetts 


See ell a A eI 
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For Quicker Profits 


Display this new 
Counter carton of 


Moore 
Push-Pins 


(Contains 12 packets) 


£ PUSH PINS 
TO 
HANG UP THINGS. } 


Dealers everywhere report that 
it increases sales. 


Ask your Jobber for Style “‘C” 
Push-Pins or Push-less Hangers. 


MOORE PUSH-PIN CO. 
PHILADELPHIA, PA. 
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Try the new and improved 
USHCO Lawson Wrench! 
It out-performs any other 
wrench on the market. Its 
patented principle and the 
_angle handle make it defi- 
nitely a better wrench. 


Our folder gives the details and specifications on these 
wrenches. It is Free. Write for it now. 


U.S. HAME COMPANY 


BUFFALO, N.Y. 











BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 










+¥ 
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SOLDERING PAST! 


Sa ee) 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 


Sample free. 











Good Management 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 
customers. 








HARDWARE AGE 










































ee 


RPS ations 
Sieh Fee St 





Ge 
& 

ee 
Sg, 
Re 
2s 


BS 





Let us send you a supply 
of our new Gun Cleaning 
Guide, imprinted, to give to 
your customers. They always 
win more buyers. 


5. 


HOPPE’S ¥* "No, 9 
Solvent . 

is the standard preparation to remove leading, metal fouling 

and powder residue from gun bores, and to prevent rust. 

y) 


Insures accuracy in shooting. Easy to use. Sold only in 2 
ounce bottles. 


HOPPE’S LUBRICATING OIL 


High Viscosity. Very penetrating and will not gum. Keeps 
the moving parts of guns working freely. Ideal for fishing 
reels, clocks, light mechanisms, and where only a drop or 
two of lubricating oil is needed. In 1 and 3 ounce cans. 


FRANK A. HOPPE, Ine. 


2314-H N. 8th Street, Philadelphia, Pa. 





| 
There Are Over 7,000,000 Licensed 
Gunners in the United States 


HIS army of sportsmen—and hundreds of thousands of young men and women 
interested in trap and skeet shooting, and target shooting with small bore rifles 
—look to the Hardware Store as the place to buy Gun Cleaning Products. 


Our small counter displays 
of these famous products 
make continuous sales. Order 
from your jobber. 








dos ape ga EEN Gite 





s' 
a 


Eee rg “A 
ae ies 


Tee 


Poi 


ca os 


: Bs We RS go 


NEW 
Special Deal 


Dealers are urged to write us at 
once. Owing to certain efficiency 
methods recently adopted, we 
have a wonderful special deal to 
offer dealers. It will pay you 
to investigate at once. Write us 
or your jobber today. 





RESALE PRICE POLICY 


Here is one product that is still worth Par. Its 
quality and construction keeps it out of Price Wars. 






CHICAGO ROLLER SKATE CO. 


Roller Skates with Records for Over 27 Years 








|UP TO THE MINUTE | 








27 Years 
Dealers 


Protection 


A New and Safer 
REVOLVER 


Or = 1.J. TARGET 
. have had this SEALED | 








“Chicago” Roller 
Skates merit your sup- 
port with protection —— ee 
against price cut. Na- 
tionally — at 
$2.25. inimum _ re- 

sale price $1.69. Such PRICED TO 
a — — GET BUSINESS 
Yet quality with longer ~ 

service rendered to i. Oo Ww 
users makes ‘“‘Chicagos” 
cost much less than Retail Prices 
cheap imitations. 


6 Inch $35.50; 10 Inch $Y.35 
“CHICAGO: RSE 

TRADE Paver NEG, US Fs OFF A New Perfection in Safety 
Roller Skates Counterbored chambers which steel seal the 
cartridges safeguarding against burst car- 
tridge heads and resulting burning of trigger 
finger and discharge of adjacent cartridges. 
De-Flex Sighting Plane, Scored Trigger and 
Hi-Hold Grip. Heavy, Solid Frame. Cham- 

bered of eight .22 long rifle cartridges. 
Send for complete Firearms Folder A cover- 
ing the entire line. Order through your jobber. 


IVER JOHNSON’S ARMS & CYCLE WORKS 



















4456 West Lake Street CHICAGO, ILL. “TRIPLE - WARE” “ 
SALES OFFICES __ in every pair. FITCHBURG, MASS. 
HENRY KEIDEL & CO., THE OLDHAM CO., Nove: DOU BLE- NEW YORK CHICAGO SAN FRANCISCO 
31 So. Calvert St. 38 Murray St. vir a — 151 Chambers St. 108 W. Lake St. 731 Market St. 
Baltimore ew Yor ivcue  <craeetirEee MONTREAL 
FRAN ‘ longer. CHICAGO” J I 

ALDEN GLAZE & CO., york hy ‘ noes lal Steel Wheels are 511 Coristine Bldg. 

{21 Second St., ane patented and fully 

San Francisco Jenkintown, Pa. GUARANTEED. 
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Recently Published? 


NOTE—A LIST OF 
HARDWARE RETAILERS 
IS NOT INCLUDED IN 
THIS PUBLICATION— 
WRITE FOR DETAILS 


IT 1S OBTAINABLE AT THE LOW PRICE OF 


$10.00 


PER COPY 


USE THIS COUPON TO FILL YOUR 


REQUIREMENTS PROMPTLY 


HARDWARE AGE VERIFIED LIST 
239 West 39th Street, New York 


GENTLEMEN: 


Kindly send me 





THE TWELFTH EDITION OF 


HARDWARE AGE 


VERIFIED 
LIST 





WHOLESALE HARDWARE HOUSES 
WHOLESALE HEAVY HARDWARE HOUSES 


WHOLESALE DISTRIBUTORS MILL SUPPLIES 


PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 
HARDWARE CHAIN STORES 


Ww need hardly point out the necessity and value of 
an authentic hardware jobbers list, compiled and spon- 


sored by HARDWARE AGE. 


It not only authoritatively gives you the names of the recog- 
nized hardware jobbers, but also includes their capitalization, 
the territories they cover, the number of men traveled, the 
lines handled and, in most cases, the names of officials and 
buyers. 


Such a publication is indispensable to sales managers and 
advertising managers. Furthermore, many firms find it high- 
ly advantageous to give copies to their road salesmen and 
district représentatives. 


copies of your New Twelfth Edition 
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For the first time in history Continen- 
tal offers Lawn Fence Steel Posts—to 
match Continental Green Bottom Fab- 
ric—but also designed for use with 
any type of lawn fence. The Conti-. 
nental line is supported by a sound 
sales policy that makes it possible for 





@ A Complete Line of Fence, Posts and Gates 


dealers to sell at a profit. Complete 
stocks are carried by leading jobbers 
in every section of the country. /nsist on 
Continental Steel Posts to match Con- 
tinental Green Bottom Lawn Fence 
and gates. 


Unusual Selling Helps 


A wide assortment of dealer 
helps consisting of circulars, 
folders, booklets and catalogs 
help you to turn interested pros- 
pects into profitable sales. 


New Animated Display 


The Green Bottom jobber will 
deliver free the new animated 
display upon your purchase of 
four rolls of Green Bottom Lawn 
Fence. It will dress up your en- 
tire window or serve as_an ef- 
fective counter display. Ask 
your jobber or write us now. 
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INENTAL 


Tr. Mrk. Reg. U. S. Pat. Off. 
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Tr. Mrk. Reg. U. S. Pat. Off. 


LAWN 
FENCE 








eMEETING she dommd 
for fine Construction 
at Moderate Prices- - 


**The wheel 
within a 
wheel that 
doubles side- 
walk miles’’ 
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‘*Champion’’ Double 
Tread ball-bearing; 
all plated with green stripe on wheels, 
green strap and boxed in attractive indi- 
vidual carton. 






















Double 


SKATES (Packed 
in attractive Individual 
Boxes 


Number 200. All 
parts plated, bright 
nickel finish, individually wrapped. Fully 
guaranteed to give unusual wear. Price to 
insure volume. 





A juvenile 
skate designed 
to retail ata 
low price. 









%, 

**Red - Skin’”’ with 
bright finish, all ball- 
bearing. Itslow price makesita bargain buy. 
Sells in large volume wherever introduced. 





















OF STORES ORDERING THIS 

SKATE IMMEDIATELY 
PLACED REPEAT 
ORDERS*< - - 


HE Kingston line is com- 

plete and includes a vol- 
ume sellerin each pricerange. 
Never before have suchgreat 
values been offered in roller 
skates. On one number — 
**Red Skin de Luxe” pictured 
at left—actual sales records 
prove that 75% of dealers 
ordering this skate placed 
repeat orders. It will pay you 
to investigate the line. 


Write Now for Samples 
on Approval 


15% 





**Champion’’ Rubber-Tired. The aristo- 
crat of skates, with toughest rubber com- 
— tires ever made. An outstanding 

avorite for its beauty, speed and long life. 








**Junior.’’ Keyless ball-bearing. Fine for 
children’s shoes. No toe clamps, all parts 
plated, green stripe on wheels, green heel 
and toe strap. Boxed in attractive two 
color box. 


ALL SKATES packed 12 pairs to carton. 
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Joy Division KINGSTON PRODUCTS CORPORATION Aokomo, Ind. 
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LOOK 10 Méddeim FOR THE NEWEST IN AMMUNITION 





Don’t Take Our Word For It 


ASK THE MEN WHO 











ORE impressive than any- . 


thing we might say about 
the value of the Western line are 
the things you will learn by talking 
to dealers and jobbers who are sell- 
ing Western ammunition. 


We would like to have you talk 
with some of them. They will 
quickly convince you of the sound- 
ness of Western policies and the 
preference of shooters for Western 
shotshells and cartridges. 


The amazing long-range effective- 
ness of the famous Super-X shell 
has made it the biggest selling duck 


| HANDLE WESTERN 


load on the market. The hard-hitting 
Western Xpert shell will increase 
your shell sales because it combines 
top quality at a popular price. Field 
shells and Minimax, with its spe- 
cial appeal to shooters who want a 
fine shooting load with light recoil, 
are also feature items that bring 
in business. 


If you handle Western you will be 
handling good ammunition—and 
you'll sell it, too! You will have a 
line made by a strong company 
with sound, consistent, stabilizing 
policies. 








Outsells because it Outshoots 
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that means 
MORE 
BUSINESS for you! 


tron surprising killing power of 

Western Super-X .22 caliber long 
range cartridges has made them the 
choice of small-bore shooters every- 
where. Super-X cartridges make the 
.22 rifle a real gun, deadly effective on 
small game at ranges of 75 to 100 
yards or more! The useful range of 
ordinary .22's for small game shooting 
is only about 50 yards without sight 
adjustment. 


Western's new, patented, Double 
Action, smokeless powder gives 
Super-X .22’s 50 per cent more power 
—-26 per cent greater speed (even more 
in some sizes)—and much longer range. 


Sales prove the claims made for West- 
ern Super-X .22's. They outsell because 
they outshoot. Super-X .22’s bring 
shooters back for more in a hurry. 
They repeat—and keep on repeating. 
The gleaming Nickel-Plated case and 
golden Lubaloy bullet make Super-X 
.22's the best looking cartridges on the 
market. They sell on sight. ... The 


sharp, business-like CRACK at the 
pull of the trigger makes them sound 
more like high-power cartridges... . 
Loaded with Non-Corrosive primers 
and greaseless bullets they are clean 
to shoot and clean to handle.... 
Available in four sizes: .22 Short, 
Long, Long Rifle and W.R.F., with 
solid or hollow-point bullets. 


Super-X .22's are but one of several 
“feature items” that will enable you 
to increase your ammunition sales. 
The famous long range Super-X duck 
load, the Field shell, the hard-hitting, 
popular priced Xpert shell, the Mini- 
max shell and the deadly Lubaloy car- 
tridges for rifles and pistols are all 
business builders.... There is a 
Western jobber near you who will 
give you the kind of service and 
cooperation ‘you are entitled to, 


WestTERN CARTRIDGE COMPANY 
355 Hunter Ave., East Alton, Ill. 


Branch Offices: 
Jersey City, N. J.,.San Francisco, Cal. 


SuperX 


Long Range 


.22 CARTRIDGES 
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THE DIRECT MAIL 


of 


ADDRESSING SERVICE 


HARDWARE AGE 


Is Proving of Greatest Possible Value to Manufacturers 
and Others Selling Through Hardware Distributors — 


What It 


It Eliminates Undeliverable Mail. 


Saves Considerable Sums for Post- 
age. 


Prevents Loss of Valuable Direct 
Mail Matter. 


THE NEW YORK POST OFFICE 
BULLETIN, MAY 29, 1931, SAYS: 


“During a One Year Period More 
than 12,000,000 Letters Contain- 
ing Circulars and Advertising 
Matter Were Disposed as Waste.” 


Assures Prompt Delivery of Mail— 
No Lost Time for Post Office Di- 


rectory Service. 


Does — 


Removes a Disintegrating Factor in 
Wasteful and Unproductive Di- 
rect Mail Advertising Campaigns. 


Lays the Foundation of a Successful 
Sales Program. 


Assures Being First to Contact Im- 
portant New Hardware Retailers. 

Saves up to $20,000.00 Annually 
for the Up-Keep of an Up-to-date 
Mailing List. 

MUCH MORE COULD BE SAID — 


Your Own Experience Will Bring 
Home to You the Value of This 
New — Up-to-the-Minute — Much 
Needed Addressing Service Which 
We have Developed for Your Use. 


WRITE FOR DETAILS 


HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th Street, New York 
GENTLEMEN: 


FIRM NAME 


OFFICIAL 


Kindly send me the details of your Direct Mail Addressing Service. 


SMES OCRS CCHS OHKRECHL POORER ECROA HEB OO 


i. see a ee 66 6 Sib 6 6.6 6.816 os 6 he 6 8666 6 6 ew 0 
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Ye can tell anyone who is in the market 
for hose that Goodyear Emerald Cord 
Hose is the finest lawn and garden hose 
he can buy. 

It is the most durable, most serviceable 
and most attractive hose that Goodyear has 
ever produced in a long and successful experience as the 
manufacturer of extra-quality lawn and garden hose. 

Goodyear Emerald Cord is built up of double braids of 
double-double cord. It has a tough, flat-ribbed cover that 
staunchly withstands scraping and dragging. Its inbuilt long 
life outreaches by far the slightly increased price asked for it. 

Goodyear Emerald Cord’s looks bespeak its quality. A 
bright emerald, matching the lawn it waters, it is as hand- 
some as it is ruggedly strong. 

Many people already know about this finer quality hose, 
because Goodyear advertises it nationally 
and because it has already proved itself so 





widely in use. You can judge of its notable Other Goodyear quality 
. lawn and garden hose are 
economy from the fact that leading golf Wingfoot, Glide, Path- 


clubs use it—and also from the fact that it finder and Elm brands 
is Goodyear’s finest! 











"HANAN 





Js TUNE IN: Goodyear invites you to hear John Philip Sousa and 
his Band . .. Arthur Pryor and his Band . . . Revellers Quartet and 
Goodyear Concert-Dance Orchestra . . . every Wednesday and Satur- 
day night, over N. B. C. Red Network, W E A F and Associated Stations. 
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Hitt and Ringland display a catch 


ERSONS wanting to get 
away from the daily grind, 


forget dull care and do a 
little fishing, hunting or golfing, 
are making business good in 
sporting goods with Wimberly & 
Thomas Hardware Company, 
pioneer concern of Birmingham, 
Ala. 

Recently, says Sam Hitt, sport- 
ing goods manager, men who are 
usually tied down to their busi- 
ness have found more time to 
pursue their hobbies. They have 
found that to get away for an 
afternoon to the golf links or the 
“ole swimmin’ hole” tones up 
ragged nerves and refits them for 
the duties of shop and office. 
Then, too, the city of Birming- 
ham, in the last few years, has 
seen to it that plenty of places 
for play were provided. There 
are now three municipal golf 
courses, 78 tennis courts, as well 
as various football fields. 

Another reason why Wimberly 
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& Thomas is 
sports _head- 
quarters _—is 
Manager Hitt 
himself. He 
has devel- 
oped the art of cultivating 
the hobbies of his custom- 
ers through 16 years of ex- 
perience with the store. He 
grew up in the sporting 
goods business, formerly 
having been with Warren 
Brothers Hardware Com- 
pany of Birmingham. 

Manager Hitt observes that a 
man purchasing sporting goods is 
almost invariably in a happy 
frame of mind in anticipation of 
pleasure to come and Hitt gets 
just as much pleasure out of sell- 
ing an item as the purchaser does 
in buying it. His idea is that a 
sporting goods dealer is a dis- 
penser of happiness and recrea- 
tion and that he is doing a man 
a big favor in selling him fishing 
tackle, a golf club, or a tennis 
racquet. 


Develop Hobbies 


“‘A business building idea of 
mine is to develop more than one 
hobby in a customer,” says Man- 
ager Hitt. “If he fishes only, we 
can do no business with him in 


To Sell 
More Sporting Goods 


; Bea Sport? 


- 





Sam Hitt, Manager of the Wimberly & 
Thomas sporting goods department 


the winter, but if we get him in- 
terested in hunting or trapshoot- 
ing, then we have an all-year- 
round customer. Another plan is 
to introduce new and _ novel 
sports. Right now we are finding 
skeet, lawn tennis and ping pong 
right popular. 

“Nothing in our store has held 
up better or proved more satis- 
factory in recent months than 
sporting goods. The department 
is sort of a leader to draw in the 
cheerful and liberal spenders. 
Persons who will quibble during 
these times when it comes to buy- 
ing a necessary article are less 
contentious when it comes to buy- 
ing sporting goods. Possibly that 
is a peculiarity of human nature. 
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We don’t kick as much about the 
price of a show as we do about 
the cost of a loaf of bread. 
“Other stores have no doubt 
noticed that sporting goods go 
best right at the beginning of the 
season. People want to get out 
as the sap rises, although they 
may lose their desire later. For 
that reason we are expecting a 
good fishing tackle business, also 
bathing suit sales on account of 
the early spring now in pros- 


Golf Courses Help 


Mr. Hitt observes that the es- 
tablishment of municipal courses 
in Birmingham has tripled the 
demand for golf equipment. 
Hundreds of persons are playing 
now who four years ago thought 


Wimberly & Thomas display designed to stimulate the deep sea fisherman’s appetite. 


a “hole in one” was a brand of 
shoe polish. Men who felt they 
could not afford it have dropped 
out of private clubs where pros 
sold much of the equipment. The 
men, however, continued playing 
on the municipal courses and 
now make their purchases at the 
hardware and sporting goods 
stores. 

Mr. Hitt is a sportsman him- 
self. In his collection he has 
countless photos of himself and 
friends made on fishing and 
hunting expeditions. He has 
made numerous trips with D. R. 
Ringland, well known Birming- 
ham sportsman and world trav- 
eler. An accompanying picture 
of a Wimberly & Thomas show 
window contains a collection of 
Ringland’s curios. 


In the matter of show windows 
Hitt is strong on the one with nov- 
elty appeal, that draws crowds 
and leads to sales. Wimberly & 
Thomas show windows are the 
talk of the town, being the prod- 
ucts of J. E. Gallagher, display 
manager. Some of the displays 
are designed to make sales “on 
the spot.” Others arouse a cu- 
mulative interest in the store, 
build up a good impression in the 
public mind. The sport goods 
department is located on the bal- 
cony in plain view of the front 
door and with wide steps leading 
up to it. 

Wimberly & Thomas have been 
in business for more than a gen- 
eration doing both a retail and 
wholesale business and covering 
considerable Southern territory. 


It represents a collection owned by 


D. R. Ringland, Birmingham sportsman, and loaned to Sam W. Hitt, manager of the sporting goods department. 
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HE disastrous 
fre which 
swept through 


the business section 
of Spencer, Iowa, 
last July and com- 
pletely destroyed, 
along with some 
thirty other stores, the Bjornstad 


hardware store, created an op- 


portunity to rebuild that store on 
strictly modern lines. Backed by 
years of successful experience, 
C. Ben Bjornstad was afforded 
the chance of building a store, 
selecting and arranging fixtures 
and purchasing the kind and 
quantity of merchandise best 
adapted to maintain a maximum 


‘sales volume. 


While the new Bjornstad store 
is undoubtedly one of the finest 
hardware stores in appearance in 
the Middle West, sales, and not 
looks, was the primary motive 
behind each step in its equip- 
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Bijornstad Built for Greater 
N Sales and Profits 









New Store at Spencer, Lowa, based 


on accurate check-up of past records 





Raised platforms 
at rear for bulky 
goods. Above: 
Twenty-four feet 
of open shelving 
designed to pro- 
duce at least $15,- 
000 annual paint 
sales. 


This group accomplished annual volume of $85,000. A. E. 
Bjornstad front row left, C. Ben Bjornstad front row right. 


ment and arrangement. Past 
records of the store’s purchases 
and sales were gone over care- 
fully in deciding what lines were 
to be carried. These same rec- 
ords not only determined where 
various merchandise should be 
located in the store, but also ex- 
actly how much space should be 
given over to each line. 

For example, based on the 


best obtainable information, 
mechanics’ tools to be profitable 
should show at least three stock 
turns per year. Former sales 
records covering a period of 
years disclosed the fact that the 
annual sales of this class of mer- 
chandise ran between $1,500 and 
$2,000. That meant an average 
stock of approximately $500— 
the average margin of profit de- 
termined that sixteen lineal feet 
of wall space was all that could 





profitably be devoted to tools. 
The buying habits of tool pur- 
chasers, usually a man in a hurry 
to get a tool for some particular 
job, placed the eight feet of open 
cases and eight feet of display 
panel doors near the front. 

The fact that paint is becom- 
ing more of an impulse, instead 
of a demand item each year, 
caused the paint department to be 
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placed 

about in 
the center 
of the store 

instead of 
being relegated 
to the extreme 
rear, as in so many 

stores. ‘Twenty-four 
feet of open paint 
shelving is designed to 
produce an annual sales 
volume of approximately 


$15,000. 
The Layout 


The main storeroom is 24 x 118 
feet; the front entrance is formed 
by an arcade 12 feet deep with 
an “island” window 8 feet wide 
by 6 feet deep. This island win- 
dow is flanked on either side by 
a door swinging in with a shal- 
low display window running al- 
most straight to the sidewalk 
line. 

On the right-hand side of the 


store just inside the door is an 






e nities 
i 





MARCH 10, 1932 





8-foot open floor space for the 
display of large seasonable items 
of sporting goods, then an 8-foot 
open case also for seasonable 
sporting goods. Next comes the 
16 feet of tools. 

The next 8 feet is devoted to a 
unique feature—an open space in 
the shelving extending nearly to 
the floor. This space, “‘an inside 


window,” is intended for the dis- 
play of any seasonable merchan- 
dise and is used and trimmed ex- 
actly as are the display windows 
facing the street. 


, Cx i _S @ 


To the rear, beyond 
this inside window, 
aime the shelving with its 


ait} facing display doors 


continues housing the 
builders’ hardware 
and_ miscellaneous 
staple merchandise. 
The last section of 


7 


One of two “inside win- 
dows” used for frequently 
changed displays exactly 
as are the regular windows. 


seen! 4 


Mi 
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shelving accommodates the 
screws and bolts, while below the 
ledge are located the nail bins. 

Sixteen feet of wall space be- 
tween the nail bins and the rear 
wall houses the steel goods. 
Here again the stock was based 
on past sales records with the 
result that exactly the same items 
of steel goods are stocked, the 
quantity carefully determined 
for each item. 

Each section of paneled shelv- 
ing has a 32-inch ledge, while 
the panel doors extend to within 
18 inches of the ledge, allowing 
ample space for additional hori- 
zontal or table displays. 

On the opposite or left-hand 
side of the store the fixtures bal- 
ance those on the right. Here 
are displayed in turn from the 
front silverware, fancy ware and 
specialty housewares. Then 
there is another inside window. 
beyond that the 24 feet of open 
shelving housing the paint. 


(Continued on page 68) 
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Paxton Dealers 


Will KNOW Loeal 


Credits 


C. M. McINTIRE 


PANE hard- 
ee deal- 
ers at Pax- 
ton, Neb., are go- 
ing to know from 
now on just whose 
credit is good in 
the community 
and just who not 
to sell on open ac- 
count. 

The P. & M. Hardware Store 
and the Anderson Hardware 
Store are both enthusiastic mem- 
bers of the newly formed Retail 
Merchants’ Association of Pax- 
ton. This is nothing more nor 
less than a credit association, 
which is compiling information 
on the credit standing of the 
people of Paxton and the Paxton 
trading area. 

C. M. McIntire, proprietor of 
the P. & M. Hardware, is a mem- 
ber of the committee that framed 
the constitution and by-laws of 
the Retail Merchants’ Associa- 
tion. He is also vice-president 
of the Paxton Commercial Club. 

Paxton is a little village of 550 
people, but it now boasts a Com- 
mercial Club and a Retail Mer- 
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FORREST ANDERSON 







chants’ Asso- 
ciation. 

“The Commercial Club has 
been an active going concern here 
for the past eight years,” said 
Mr. McIntire. ““We have brought 
about some wonderful accom- 
plishments with reference to the 
roads leading into Paxton, with 
reference to bridges, with refer- 
ence to telephone service, etc. 
We are proud of our Commercial 
Club, for I doubt if many towns 
of 550 inhabitants can boast an 
active commercial club that has 
done as much real aggressive 
work as ours has. 

“But our Retail Merchants’ 
Association is going to do equally 
good work, we are sure. Only 
the work will be of a little dif- 
ferent nature. We have ap- 
pointed a secretary, who is al- 






Two hardware 
merchants in 
village of 550 
lead movement 
for local credit 
association 


ready collecting 
the data from the 
various merchants 
here as to how the 
charge customers 
are paying their 
accounts. If a 
city like Omaha 
or Chicago can 
have a credit as- 
sociation that can 
get a record of 
paying habits of 
all the people in a 
city like that, then 
we can get an ef- 
ficient organiza- 
tion here that can 
get similar rec- 
ords on the 550 people in this 
town, and on the people in the 
trading area. Already the sec- 
retary has a lot of names com- 
piled with the information as to 
their habits of paying charge ac- 
counts with the various stores.” 
“We estimate there will be 
about 800 names on the list when 
it is all compiled,” said Forrest 
Anderson, proprietor of the An- 
derson hardware store, a few 
doors from MclIntire’s hardware 
store. “If some people are 
charging their accounts with the 
local merchants, and taking their 
own sweet time to pay the ac- 
counts, while they send away 
their cash to the mail order 
houses and radio stations, as 
some say they are doing, then we 
are going to find out who they are 
and where they are spending 
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their money. The merchant in 
the small town, if he doesn’t wake 
up and do something, will find, 
after a while, that somebody else 
is getting all the cash and all he 
gets is the charge accounts when 
the people run out of cash. We 
propose to take steps in time to 
forestall this situation.” 

Some forty merchants in Pax- 
ton are members of the Retail 
Merchants’ Association, or prac- 
tically all the important mer- 
chants in the village. 

As for the Commercial Club, 
it includes in its membership 
practically all the merchants, 
doctors, lawyers and even a very 
good representation of the better 
farmers of the community. The 
merchants of Paxton believe that 
the interest of the farmer and the 
merchant in the small town is 
mutual, and they believe in hav- 
ing the farmers sit in on all their 
community problems. 


Their Affairs as a 
Community 


Paxton is 20 miles from Ogal- 
lala, and is 13 miles from Suth- 
erland. The merchants believe 
there is a reason for the existence 
of the town of Paxton about that 
far between these two other 
towns, and with a wide trading 
area lying to the north and to the 
south with no towns. So they 
are determined to put their af- 
fairs as a community on a busi- 
ness basis. 

These two hardware dealers 
on main street are both active 
merchandisers as well as active 
leaders in civic affairs in their 
little town. Mr. McIntire came 
from Hastings, Neb., only three 
years ago, a funeral director by 
trade, and wholly without hard- 
ware experience. He still con- 
ducts funeral parlors at his home 
in Paxton, but that business is 
not rushing, and his main busi- 
ness is attending to his hardware 
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store. He opened his hardware 
store and began to advertise. He 
has kept the good work up ever 
since. Paxton has a small news- 
paper. He uses it for advertis- 
ing. He keeps a mailing list and 
uses it frequently to send out 
flyers advertising specials at 
special prices. This spring, 
during the housecleaning season, 
he repeatedly advertised and sold 
calcimine at 50 cents. “There is 
a margin of 20 cents in it even at 
that,” said Mr. McIntire, “and it 
brought people in. I sold a 
world of calcimine on these sales, 
and, of course, that led to a lot 
of other sales, such as paint, and 
a lot of housecleaning equip- 
ment.” 


They Had Some Fun 


Forrest Anderson, in his hard- 
ware store, only a few doors from 
McIntire, has been having some 
fun this year meeting the direct 
radio stations on their prices on 
paint. 

“IT am meeting them on their 
paint prices,” he said. “The 
nearest radio station in this part 
of the country and the one to 
which our people listen most has 
been featuring a paint special: 
4 gallons of paint, 2 gallons of 
linseed oil and a 4-inch brush, all 
for $13.75. I found out what 
their quality of paint was, and 
shopped around until I found a 
similar quality I could sell just 


as cheaply. Then I made up a 
window display exactly like what 
the radio was advertising, 4 gal- 
lons of paint, 2 gallons of linseed 
oil and a 4-inch brush, and I put 
a $13.75 tag on it. A good many 
people came and bought it, and 
others bought the better grades 
after I explained to them that I 
could meet the radio competition 
with cheap paint like that they 
were selling. 

“One rancher, who last year 
bought 35 gallons of paint from 
me at $3.25 a gallon, came in 
this year for more paint and saw 
my 4-gallon special in the win- 
dow. He demanded to know 
whether this was the same qual- 
ity of paint, for which I 
last year charged him $3.25. 
I said, ‘No, this is the 
grade they sell you over the 
radio.’ He asked if it would do 
as good work as that for which 
he paid $3.25 last year. ‘No. 
If I sell you this 4-gallon outfit at 
$13.75 you take it with no guar- 
antee whatever. It’s yours when 
you buy it, and no comeback, 
just the same as if you bought it 
from the radio station.’ 

“In that case,’ said the 
rancher, ‘I'll take 25 gallons of 
the same grade I bought last 
year. I'll pay the $3.25 a gal- 
lon, and then I will know what 
I’m’getting. That sure did the 
work last year, and it will do it 
on the rest of my buildings.’” 








The surest and shortest individual road out of this 
depression is in the offering of new and improved 
goods, and better service—Service that is based on 
sound conception of business wants and needs. He 
who can stir new desires or better serve existing 
needs will always have his reward in profits. 

A. G. Shannon of Buchanan, W. Va., 
at West Virginia Hdw. Convention 
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Miarvin’s 
Store Mileetings 


The Gang Applies the 

Foot-print Test and 

Plans a New Table 
Arrangement 


by LLEW S. SOULE 


DDIE SCANLON was, as 
i Van Davis expressed it, 
“the busiest kid in seven- 
teen counties.” It was his big 
day; the day on which the Mar- 
vin Hardware Co. was 
testing out his plan 
for the checking of 
customer traffic inside 
the store. At the last 
store meeting Eddie 
had suggested scat- 
tering white powder 
over the floor of the 
store entrance, so that 
the movements of 
those who entered 
would be recorded by 
their footprints on the 
smooth oiled floor. 
The boy had been 
waiting impatiently 
at the front door when 
Charlie Hanson §ar- 
rived to open the 
store. Immediately he 
started vigorously 
running a dust mop 
over the floor in prep- 
aration for the trial. 
When Mr. Marvin ar- 
rived everything was 
in readiness, and 
shortly thereafter the 
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Powder sprinkled 
heavily at the en- 
trance told a true 
story of traffic on the 
Marvin oiled floor. 
It was Eddie’s idea 
—and a good one. 
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plan was in full operation. 

About every half hour Mr. 
Marvin and Van carefully 
checked up on the well defined 
trails, and Eddie quickly and en- 
ergetically wiped the floor clean 
for further tests. 

There was a smile of satisfac- 
tion on Mr. Marvin’s face as clos- 
ing time drew near. “I think we 
have the facts pretty well in hand 
now, Van,” he said. “At least, we 
know the trend of customer traf- 
fic through the store today. That 
trend is so plain I think we can 
take for granted that it is gen- 
eral. Using our check-up as a 
guide, we can make changes in 
our display table arrangement, 
then use the foot print test again 
to see how nearly right we are. 
I’ll have Miss Garvin make a new 
diagram of the present arrange- 
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ment with arrows showing the re- 
sults of today’s test.” 

As he walked back toward the 
office he smiled approvingly at 
Eddie and said: “Your plan has 
worked out very nicely, my boy. 
I am very much pleased with it 
and with the way you are taking 
hold of your job. I see where you 
are going to develop into a real 
hardware man.” It was a tired 
but happy youngster who con- 
fided the occurrences of the day 
to his mother that evening. 


Jim Daley’s Meeting 


Meanwhile, Jim Daley, the 
store’s efficient delivery man, was 
seeing the world through rose- 
colored glasses. It- was his turn 
to preside at the weekly store 
meeting, and with the subject of 
store arrangement already under 
consideration, he knew there 
would be little for him to do aside 
from opening the session. There- 
fore, when Friday evening ar- 
rived, Jim merely called the 
assembled group to order and 
invited Mr. Marvin to start the 
discussion. . 

The genial proprietor of the 
Marvin Hardware store wasted 
no time in preliminaries. “Fel- 
low employees,” he said, “our 
investigation of store traffic, car- 
ried out in accord with Eddie 
Scanlon’s clever suggestion, has 
revealed some very interesting 
facts. Miss Garvin, who _intro- 
duced the subject at our last 
meeting, has again drawn a dia- 
gram of our present table ar- 
rangement, and has marked it to 
show how the store visitors moved 
around in the salesroom Wednes- 
day, when the test was made. 
Van, will you please move the 
blackboard over here where we 
can all see the diagram? 

“Now,” he went on, “I want 
you to notice carefully the trend 
shown by our present store traf- 
fic. You will note that May was 
correct in her surmise that the 
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majority of our store visitors 
stick to the wide main aisle, and 
that comparatively few go to the 
side aisles unless led there by 
our salesmen. At the same time, 
you will see that Charlie was cor- 
rect in saying that the bulk of the 
traffic is confined to the front half 
of the store. There is a fair 
amount of circulation around the 
center displays, and this confirms 
Van’s contention in that regard. 
Now we have the facts, graph- 
ically portrayed for us, and those 
facts appear to fully justify some 
radical changes in our present 
table arrangement. Suggestions 
are in order.” 

Charlie Hanson was the first to 
respond. “I confess I was wrong 
about the traffic on our side 
aisles,” he said. “Frankly, I 
never would have believed that so 
few people use them if it had not 
been for our test. Now it strikes 
me that we have two problems to 
solve. One is to arrange the dis- 
play tables in such a way that 
people will circulate around 
them; the other is to find some 
way of inducing customers to 
travel back farther into the store. 


Changing the Aisles 
“T think we should have bat- 


teries of tables down the center, 
allowing two fairly wide aisles 
instead of one wide main aisle. 
Then we should have wider cross 
aisles between the batteries to en- 
courage people to walk around 
the tables. That would increase 
customer circulation, although I 
don’t see where it would solve the 
problem of getting people into 
the rear part of the salesroom.” 
“It might help some if we 
changed the location of the of- 
fice,” May Garvin suggested. “I 
have read that people naturally 
turn to the right as they enter a 
store—that is, if there is a con- 
venient aisle for them to take. 
Perhaps if we placed the office in 
the left hand corner, as we face 


it from the store door, people who 
travel down the right aisle would 
turn and go to it, then come back 
on the other aisle.” 

Here Van interrupted: “If 
May’s surmise is correct,” he 
said, “it might also be well to 
change the location of the wrap- 
ping counter.” 

“Does Charlie mean that we 
should arrange all of the sales 
tables down the center of the 
store?” Bill Higgins queried. 


A Series of Batteries 


“No,” said Charlie, “my idea 
is to run a series of table batteries 
down the center, and a row of 
single tables on each side. This 
would leave a good aisle on either 
side between the batteries and the 
rows of single tables. Of course, 
the single tables would be set out 
from the walls to leave space for 
the customers to walk and give 
them access to the merchandise 
on the ledge displays.” 

“How about our bulk goods 
displays?” Jim queried. 

“We could interchange them 
with the tables,” Charlie replied. 
“We might also have some of 
them in the rear of the store be- 
yond the tables,” he added. 

Mr. Marvin, who had been ex- 
amining the diagram rather in- 
tently, now took a hand in the 
discussion. “Boys,” he said, “It 
won’t be much of a job to shift 
our table arrangement, so let’s 
start our program there. We can 
leave the office location as it is 
for the time being and concen- 
trate on the table problem. I sug- 
gest that we arrange the tables 
according to Charlie’s idea, and 
then apply Eddie’s test again. We 
may have to try several arrange- 
ments before we get one that is 
satisfactory. By the way, perhaps 
Eddie has another good sugges- 
tion for us. How about it, young 
man?” 

(Continued on page 53) 








Character 


ENERAL HARBORD in a 
Le address stated that 

George Washington was 
not considered by military men 
a great general. If I remember 
correctly, he said that Washing- 
ton was defeated in most of his 
campaigns. However, he had the 
courage and the nerve to hold on. 
Defeat, and disappointment in 
his officers and his men, lack of 
funds, lack of support by Con- 
gress, could not break his spirit, 
or cause him to quit. Any student 
of physiognomy, in studying 
paintings of Washington, is im- 
pressed by that firm mouth and 
those iron jaws. General Harbord 
went on to say that Washington 
deserved his high pinnacle in the 
history of the world, not on ac- 
count of his military ability, but 
on account of his character. I 
have written about this before in 
an article, but I am writing about 
it again because this statement of 
General Harbord, this drawing 
of the line between ability and 
character, and placing character 
above ability, has made a deep 
impression on my mind. 


Washington and Napoleon 


Let us, for instance, compare 
George Washington and Na- 
poleon Bonaparte. No intelligent 
person for an instant would state 
that George Washington had the 
military genius of Napoleon. No 
one would state that Washington, 
on the whole, had the mental 
alertness and intelligence of Na- 
poleon. But, on the other hand, 
no one who has studied the his- 
tories of the two men and their 
times, would compare the char- 
acter of Napoleon with the char- 
acter of Washington. No reliable 
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By SAUNDERS NORVELL 


historian has ever attempted to 
paint Napoleon as a man of high 
character, but every reliable his- 
torian has dwelled especially 
upon the strength of the character 
of Washington. 


Loss of Respect 


Thinking along these lines, 
leads me to believe that one of 
the strongest factors in our pres- 
ent depression is the loss of re- 
spect for the characters of many 
of our leading men. Probably 
this loss of respect started with 
the trials and disclosures follow- 
ing the detection of dishonesty 
among our high government off- 
cials. This has been followed by 
the daily exposure, in investiga- 
tions and trials, of dishonesty 
among prominent State and city 
officials. All this matter, brought 
to our attention daily in the press, 
indicates the breaking down in 
character in our republic. 

Now the Pope, in his recent 
broadcast from Vatican City, 
dwells upon this same subject. 
He emphasizes the fact that love 
of riches and the luxury which 
riches brings, has undermined the 
characters of the people of the 
world. Our ideals have been low- 
ered. Strict personal honesty and 
loyalty to personal obligations 
has been cast into the discard. As 
a result of this, we find the peo- 
ple, especially the younger gen- 
eration, irreligious, pessimistic, 
and, in many cases, unreliable 
and undependable. Back of all 
this, as the Pope states, is a lack 
of simplicity in living, a love of 
luxury, and a willingness to do 
almost anything to acquire money 


quickly in order to satisfy this 
taste for the flesh pots of the 
world. 

Take our bankers, for instance. 
A few years ago in every com- 
munity, the leading bankers were 
the most respected citizens. Peo- 
ple went fo these bankers for ad- 
vice. They were the advisors in 
the investments of widows and 
orphans. No great public move- 
ment was started without first 
consulting with them. The old- 
fashioned bankers were men of 
character. They had ideals. They 
earned and deserved the respect 
of their communities. But what 
has happened in the last few 
years? Manufacturers, as a mat- 
ter of course, are expected to 
guarantee the quality of their 
goods. If the quality is not right, 
the goods are sent back. The 
buyer declines to pay for them if 
they are not up to the standard 
of quality represented. In the 
case of many manufacturers, if 
the price of the goods declines, 
the price is guaranteed. The mer- 
chant buying goods is protected 
against the decline. But what has 
happened in the case of financial 
institutions, with side depart- 
ments or trust companies selling 
securities? What has happened 
in the case of investment bank- 
ers? Their organizations for sell- 
ing securities have covered al- 
most every city of any importance 
in the United States. They have 
adopted every modern form of 
high-powered salesmanship in 
selling securities. In many cases 
where old men and old women, 
widows and orphans, have sought 
their advice on investments, these 
bankers, instead of giving them 

(Continued on page 68) 
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The Cent-a-Shell Tax Bill 
to Come Before Congress 


BILL calling for 
an unwarranted 
levy of one cent 


per shell on shot gun am- 
munition to finance al- 
leged waterfowl restora- 
tion activities will soon 
be before Congress. An- 
nouncement of the fact 
was released by the off- 
cial arbitration committee 
as this issue is published. 
The committee, author- 


By JAMES M. WITTEN 


then register 
READ THIS— = emphatic 

protest with 
your United States Senators and Repre- 
sentatives. If preceding Hardware Age 
articles stressing the dangers of the con- 
templated measure escaped your atten- 
tion, refer to pages 36 and 42, Feb. 25 
issue, and page 40, March 3 issue. In 
the event that the issues mentioned have 
been misplaced, advise us and reprints 
of the articles will be provided. Future 
developments in connection with Con- 
gressional consideration of the bill will 
be fully reported by Hardware Age’s 
Washington Correspondent. 


of ducks, that less than 
one-half of the revenue 
would actually be de- 
voted to that objective.) 

4. That the Secretary 
of Agriculture shall es- 
tablish an agency com- 
posed of four members 
to formulate plans for 
the increase of water- 
fowl. 

5. That a _ Regional 
Advisory Board be cre- 


ized as a result of a dead- 

lock over proposed financ- 

ing methods at the recent New York Game Con- 
ference, by its action pledges leading game associ- 
ations to support the measure. 

Briefly the bill would provide: 

1. That there shall be a levy of one cent on every 
shell manufactured and sold. (“Shell” as used in 
the bill is construed to mean any container adapted 
to or for use in a gun of and larger than 410 gage.) 

2. That money be collected by means of stamps 
sold to manufacturers and applied exactly as is 
done with cigarettes. (The bill would further pro- 
vide that dealers’ stocks of shells on hand would 
also be taxable at the same rate. Such a tax means 
an increase of 331/3 per cent in the present retail 
price of shells and jobbers’ investments in shell 
stocks would be increased by 50 per cent.) 

3. That in order to encourage the restoration, 
preservation and protection of migratory game 
birds, all funds collected be apportioned as follows: 
Five per cent for administration, research, etc.; 45 
per cent of the balance for waterfowl restoration ac- 
tivities and 55 per cent of the remainder to the sev- 
eral States, prorated on the number of hunting 
licenses sold, for increase and protection of upland 
game and refund to trapshooters of taxes paid on 
shells used at traps. (In this connection it is signifi- 
cant to note that while the measure is being touted 
as an emergency remedy for a purported shortage 
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ated, consisting of one 

member from ten or more 
regions having similar climatic conditions, and five 
members at large, to confer with the Secretary of 
Agriculture on hunting regulations. 

6. That there shall be established in the Bureau 
of Biological Survey, a Game Bird Division which 
shall have charge of administration and enforce- 
ment of laws, acquisition of refuges and matters re- 
lating to migratory and non-migratory game birds. 

Advocates of the measure estimate that it would 
yield $7,000,000 annually. In making its report 
in favor of the cent-a-shell bill, the committee issued 
the following statement: “Having recommended 
what it considers to be the most feasible means of 
financing the program, we call attention to the reso- 
lution adopted unanimously by the American Game 
Conference, which says: ‘That each proponent and 
each member abide by the committee’s decision and 
recommendation and lend his aid to their enact- 
ment into law.’ ” 

While the proposal is particularly detrimental to 
the welfare of the hardware industry, it is also con- 
sidered objectionable by farmers and sportsmen. 
Opposition to it on the part of the trade cannot there- 
tore be termed selfish, even thought it is estimated 
that 25 per cent fewer shells would be sold if the 
contemplated measure becomes a law. Discrimi- 
natory and unequitable in character, the measure is 

(Continued on page 71) 
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Spring Is in the Air—Get It 
in Your Windows 
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HE ball 
; t FF, 


teams are Fc ee ny fe 
warming up 4 i AER a 
and so is_ the 
weather. Time to 
get some spring 
atmosphere in 
your windows. 
The Potchernick 
window from San 
Antonio, Tex. 
(top of page 46), 
is a timely sug- 
gestion. You can 
use all or part. 
The center group , i 
would make a i ' wo 
good window in lus ay ee gz 
itself. Golf, too, 
is due for a long 
run and the Van- 
Dervoort Hard- 
ware Co.’s_ win- 
dow, foot of page 
46, is a fine ex- 
ample to follow. 
For a general 
sporting goods 
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window, the display at the top ter, Conn., offers sales ideas. equipment, is that of the Fort 
of this page, from F. T. Blish An artistically handled win- Steuben Hardware and Supply 
Hardware Co., South Manches- dow, featuring lawn seed and  Co., shown below. 
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IN Hardware Age Original Window Suggestions ( 






































































































































The Hardware Age Original 


LL-ORGANIZED  win- 
dow displays are possible 
with the minimum of 


time, labor and expense when 
the HarpwarReE AGE interchange- 
display fixture is used. In a pre- 
vious issue was printed an in- 
struction sheet for building these 
fixtures in your own workshop or 
store. Reprints of this sheet are 
available to any of our readers 
who send a stamped and ad- 
dressed envelope. There is no 
charge attached to this. It is a 
service to hardware merchants. 
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We do not sell the fixtures—you 
build them yourself. Requests 
for this reprint indicates a lively 
interest in these windows and the 
fixtures. 

These fixtures, of course, may 
easily be adjusted to fit any size 
or shape of window. There is 
practically no limit to the num- 
ber of different arrangements. 

In the arrangement of the 
sporting goods window you will 
note that our artist-display man 
man has placed the fishing rods 
and tennis racquets so that they 


radiate toward the sales message 
and the other merchandise. The 
customer sees the entire display 
in an easy and natural way. 
There are reasons for arrange- 
ments of merchandise other than 
artistic. The grouping of sev- 
eral items such as the baseball 
and boxing equipment into one 
unit at the left background tends 
to an orderly consideration of 
the merchandise. When a cus- 
tomer asks to see a number of 
articles we do not tumble them 
all out on the table in a heap for 
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BRING THE CHILDREN IN 


TO SEE OUR 
COMPLETE LINE 


PUZZLES 
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him to sort over and choose from. 
It is just as important that we 
place them in our window dis- 
plays in an orderly and appeal- 
ing arrangement. This is accom- 
plished with the arrangement 
shown here. Increased sales and 
prestige will reward the most 
careful study of the niceties of 
placing merchandise in the win- 
dows. 

In our toy window—a line of 
merchandise which can easily be 
allowed to get disorderly—there 
is organization tending to a defi- 
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nite result. Here it is: The 
curved plateaus consisting of unit 
numbers 6 and 4 of the inter- 
changeable fixtures draw the eye 
to the center of the display where 
a very accommodating doll clown 
points to the sales message with 
one hand and to the merchandise 
with the other. . These things are 
not apparent to the casual ob- 
server, but they work on him 
without his knowing it. He will 
probably never know what 
caused him to stop, look and pur- 
chase. Even the doll carriage 


|| Window Display Suggestions 


and the bicycle do their part in 
directing the attention to the cen- 
ter from the sides. No matter 
where you first glimpse this win- 
dow you will quickly arrive at 
the focal point. See if you can 
avoid it even in the picture. These 
are selling windows. 

These displays both use uni- 
formly designed price tickets. 
On page 54 of this issue you will 
find another article on the sub- 
ject of price tickets. It deals with 
the requirements for the month 


of March. 
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Facing the 20-Cent Hurdle 


By LLEW 8S. SOULE 


HE “10-Cent Store,” as we 

know it, may soon be a 

thing of the past. The 
humble dime seems about to be 
doubled. The greatest exponent 
of the 10-cent limit, the F. W. 
Woolworth Co., has started an ex- 
periment with approximately 100 
stores, which on Feb. 27th began 
stocking and selling 20-cent items 
in addition to the regular 10-cent 
lines. If the plan proves success- 
ful, the entire Woolworth chain 
will go on the new basis. 

The 20-cent items will be sold 
in all sections of the stores, and 
while the number and range of 
items will be limited at the start, 
the field thus opened up is tre- 
mendous. Eventually, if the test 
reveals profit possibilities, stocks 
will be greatly expanded. 


Specifically Mentions 
Hardware 


A newspaper article comment- 
ing on the change of policy, spe- 
cifically mentions hardware as 
one line in which many 20-cent 
items will be added. Meanwhile, 
it is reasonable to expect that 
some outstanding “loss leaders” 
will make their appearance on 
Woolworth sales tables at the new 
price. 

All of this will have a distinct 
bearing on the independent hard- 
ware merchant’s price problem. 
Ten cent competition may have 
seemed trivial to some hardware 
dealers, but 20-cent competition, 
with its attendant “loss leaders,” 
cannot be laughed off. 


True, from the standpoint of 


direct “article-by-article” compe- 
tition, the new Woolworth policy 
will affect the business of other 
chain systems more than it will 
that of hardware stores. The af- 
termath of the competitive war 
which it will arouse, however, 
may be far reaching, affecting 
hardware retailers, wholesalers 
and manufacturers. 


Manufacturers Will 
Be Pressed 


Other chains, in their endeavor 
to hold their trade, will, in all 
probability, exploit low prices in 
well known goods over a large 
variety and price range. That 
they may accomplish this end, 
manufacturers will be pressed for 
lower cost prices and increased 
discounts. 

Any general yielding on the 
part of manufacturers will mean 
another era of profitless business 
even though consumer buying im- 
proves. 

In the natural course of events 
a vicious circle of price cutting 
and “presence” buying would be 
set up, taking profit tolls all down 
the line. At the same time, whole- 
salers and retailers as a matter 
of self-preservation, would be 
forced to take greater cognizance 
of the distribution policies of 
those whose lines they now carry. 

Those manufacturers who at- 
tempt to market their complete 
lines through wholesalers and re- 
tailers, and their quick turning, 
popular price items through both 
chain and independent channels, 
would face a serious problem. On 


the one hand, would be pressure 
for lower and still lower quan- 
tity prices; on the other an insis- 
tent demand for clean cut poli- 
cies and price equality. The 
whole tendency would be toward 
vanishing profits. 

Few, if any, such manufactur- 
ers could operate profitably on 
their chain sales alone. It is im- 
perative that they have distribu- 
tion on those products which 
complete their lines and which 
the chains do not care to handle. 
The burden of cost properly 
chargeable to the “chain items” 
has to be borne by the retailers 
and wholesalers who carry the 
profit-bearing items of manufac- 
turers’ lines. The patronage of 
independent retailers actually 
makes it possible for certain 
manufacturers to quote discrim- 
inatory prices to the chains. 


The Remedy Is in the 
Independent’s Hands 


Far-seeing independents are 
rapidly coming to a realization 
of that fact. They are also sens- 
ing the fact that the remedy is 
largely in their own hands—not 
through illegal combinations or 
agreements, but through sane, in- 
dividual supervision of their own 
buying. 

Meanwhile, the time is fast ap- 
proaching when the natural con- 
ditions of merchandise distribu- 
tion will force each individual 
manufacturer to choose one chan- 
nel of distribution and stay in 
that channel. The new 20-cent 
policy will hasten the day. 
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LEGAL POINTS FOR THE RETAIL MERCHANT 





T will be conceded by every 
retail merchant that the col- 
lection of overdue accounts 

is frequently a difficult task, and 
one that requires patience and 
judgment in many cases. Fur- 
ther, in dealing with debtors who 
ignore all reasonable requests 
for payment, a merchant may be 
excused for losing his temper an: 
having recourse to whatever 
means are at hand to enforce 
payment. 

However, in departing from 
usual collection efforts, a mer- 
chant should be on his guard in 
the over use of what may be 
termed “rough stuff’ methods 
that tend to humiliate and injure 
the reputation of a debtor in the 
eyes of the public. And one of 
the most commonly uséd plans of 
this kind consists in placarding a 
debtor’s residence or office with 
notices of his delinquency, which 
may be proper enough if held 
within bounds but extremely dan- 
gerous if allowed to run wild. 
For example: 


Debtor’s Home Placarded 


In one case of this kind, a wo- 
man owed a merchant a bill, and 
the latter sent out a collector sup- 
plied with printed cards which 
carried a message as follows: 


“Please Take Notice 
“OUR COLLECTOR was 
here for payment. We 
would save you the an- 
noyance of his further 
calls, if you will pay at 
the store.” 

When the collector reached 


the woman’s house she was away 
at work, and the collector placed 
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LESLIE CHILDS 


Rough 
Stuff 
Collection 


Methods 


One of a series of articles 
on your liability as a mer- 


chant by Leslie Childs 


cards in the crevices of the doors. 
He further stuffed cards in the 
windows on the outside, and as a 
climax placed a card in a stick 
which he drove in a flower bed 
near the sidewalk. In fact, his 
manner of distributing the cards 
about the place would naturally 
draw the attention of neighbors 
and passersby. 

The woman sued the merchant 
for damages on the ground that 
the placing of the cards consti- 
tuted an unlawful malicious act 
that tended to affect her good 


name injuriously, and caused her 
mental pain and suffering. In 
holding that the acts of the mer- 
chant gave the woman a right of 
action the court reasoned: 

“It must be remembered, . . . 
that the cards in question were 
put in several conspicuous places 
about plaintiff's residence, so 
that they could be easily seen by 
the public from almost any an- 
gle. If the sole purpose of the 
defendant (merchant) had been 
to notify plaintiff that its collee- 
tor had called, and to request her 
to come to the store to pay the 
account, the mere placing the 
card inside the door would have 
been sufficient. 

Viewing the transaction in 
the light of this fact, it cannot be 
doubted that defendant’s real 
purpose was to coerce the pay- 
ment of the debt by publishing 
plaintiff's delinquency, and thus 
disgrace her in the eyes of the 
public.” 

Merchant Advertised Debt 

' by Sign in Window 

In another case, a merchant 
placed a large placard in a win- 
dow in his place of business 
where it might be read with ease 
by all in which he advertised a 
debt as follows: 

NOTICE 
“Dr. * * * (naming 
the debtor) owes an ac- 
count here of $49.67. 

And if promises would 

pay an account this ac- 

count would have been 
settled long ago. This 
account will be adver- 


tised as long as it remains 
unpaid.” (Continued on page 53) 
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Just Among Ourselves 


by CHARLES J. HEALE 


FFERING as usual direct action, 

Henry Ford stakes his own 
millions on new models of his fa- 
mous cars. He believes the country 
is now ready “to buy real values.” 
Available advance data indicates 
radical changes which necessitate 
tremendous investment in machinery 
and materials to produce a promised 
1,500,000 new cars in 1932. The 
possibilities of unemployment relief, 
reaching out into many industries, 
the resultant retail improvement and 
the circulation of moneys directly 
due to this one gigantic enterprise 
are difficult to estimate. There may 
be in the courage of this one indus- 
trialist the promise of a general re- 
covery. Certainly he is a_ torch 
bearer, whose forward march should 
inspire a wide following among those 
who are in a position to furnish em- 
ployment and a market for materials. 
Surely we are ready “for real 
values,” new ideas and need just the 
start that action like Ford’s promises. 


HA 








In connection with his plans Mr. 
Ford is quoted as saying “boy bank- 
ers have had their day; high jinks 
of financing are over; racketeering in 
banking is through and what we need 
is a return to old fashioned banking 
methods.” All of us know that in 
almost every section banks sprung up 
like weeds. Good plumbers became 
poor bankers and good bankers be- 
came poor plumbers. It seemed as 
though most everyone was a banker, 
perhaps self appointed, but neverthe- 
less in a position to handle other 
people’s money. Also it seemed as 
though all kinds of business, large 
or small were honored by bankers in 
executive positions, often in control. 
Lack of knowledge in a specific field 
of commerce was no more a deterrent 
to bankers than was entry into bank- 
ing equally unknown to otherwise 
good business men. They seemed to 
swap jobs much to the misery of us 
all. A good banking connection is 
obviously desirable. If it leads to an 
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official connection as a 
director (really a sales- 
man) it is undeniably a 
sign of progress, and a 
place of honor. Just as 
long as enough practical 
and sane headed bank- 
ers are in the saddle, a 
few brass hats on the 
board won’t dilute the potency of a 
bank. But when those favored gen- 
tlemen become ambitious to have a 
bank of their own that’s where the 
trouble begins. They usually start 
with a cathedral like building that 
puts small town large post office con- 
struction to shame. Every town has 
at least one of these temples of fi- 
nance, although they are not all open 
for business. I’ll cast my vote along 
with Mr. Ford on this banking situ- 
ation and hope he’s right when he 
bids farewell to boy bankers, bank 
racketeers and the high jinks of high 
financing. 


SS ee 


VERY intelligent citizen instinc- 

tively favors conservation of bird 
life, including wild ducks, whether 
his interests are sporting or commer- 
cial. The sportman wants his sport 
protected and the vendor of ammuni- 
tion wants his market protected. 
Aside from such consideration, both 
are for the broad principle of con- 
servation anyway. But to put over 
such a plan as the proposed “cent-a- 
shell” tax, under the banners of con- 
servation seems to me~most unfair. 
To begin with, an impartial study 
clearly indicates that such a tax 
would be a hardship to the hardware 
trade, an unfair levy on users who 
don’t shoot at ducks or other birds, 
without seriously affecting the activ- 
ity of those wealthy hunters who 
probably are responsible for a great 
deal of the duck shooting in this 
country. J. M. Witten, in recent is- 
sues of HarpwarE ACE has covered 
this subject fairly and fully, urging 
the hardware trade to take heed and 
prevent this particular legislation. If 





you have mislaid your 
copy, write us and we'll 
send you clippings giv- 
ing the entire story. 


—— HA —— 


T press time the 
United Action has 
found employment for 
more than 115,000 persons. This is 
no organized ballyhoo, but a real for- 
ward looking movement depending on 
action and not slogans to revive com- 
merce. On the sound principle, that 
employed people buy things that give 
employment to others (in an unending 
circle) this body of worthy citizens is 
getting somewhere. The United Ac- 
tion merits the wholehearted support 
of every business and family. The 
only kind of support that’s worth 
having is employment, not charity, 
for those still without an opportunity 
to support themselves and families 
like self respecting Americans. 
— HA — 

I’m surprised that no one has chal- 
lenged Mr. Norvell’s statement, “the 
small town is on the way out” 
(HarpwareE AGE, Feb. 18, 1932, page 
35). The Census Bureau discovers 
retailers in towns of 10,000 or less 
people doing’ an annual business of 
$15,500,000,000, or 30 per cent of the 
total retail business of the country. It 
is in this group of towns that an esti- 
mated 52 per cent of our population 
lives. Our own daily mail brings 
more encouragement from small 
town merchants than from those in 
large cities. What the small town 
hardware stores lack in available 
number of customers appears to be 
more than offset by their ability to 
handle a greater variety of merchan- 
dise, particularly items that command 
a substantial unit of sale. Lines that 
are sold extensively by specialty 
shops in large towns are “part of a 
business” in the smaller places. 

oe ee 

Although many hardware dealers 
have been mayors and quite a num- 
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ber governors to the best of my 
‘knowledge, Hammacher, Schlemmer 
& Co., New York City, is the only 
hardware firm to have been honored 
by a tin pan alley song writer. 
“Hammacher, Schlemmer I Love 
You” was the name of an important 
vocal offering in The Little Show, 
which played on Broadway, a year or 
so ago. The show is now on tour, 
or was. During the song the stage 
backdrop is a reproduction of the 
store front of this firm. 


— HA — 


Laugh this off! A western hard- 
ware store in a very small town in- 
creased its advertising 15 per cent in 
1931. Sales increased 2514 per cent, 
profits were up 14 per cent. All em- 
ployees were retained and _ each 
earned 4 per cent more than in 1930. 
I won’t tell you who or where at this 
sitting, but this is a real story on 
merchandising. It will appear soon in 
HarpwareE AGE. 


Rough Stuff 
Collection Methods 


(Continued from page 51) 


The debtor objected to this 
placarding of his name and al- 
leged debt, and brought suit for 
damages, on the ground that the 
sign was unlawfully, wickedly 
and maliciously posted, and 
thereby caused him great humili- 
ation, mortification and mental 
pain. And the court upheld the 
right of the debtor to maintain 
the action, and have the amount 
of his damages passed upon by 
a jury or court, on the ground 
that the placarding constituted a 
violation of his right of privacy. 

Additional cases of the above 
class might be mentioned, but 
the foregoing are sufficient to il- 
lustrate how the employment of 
“rough stuff” collection methods 
may be the source of after 
trouble. In fact, any procedure 
engaged in that tends to unneces- 
sarily expose a debtor to public 
ridicule or humiliation is very 
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apt to constitute a violation of 
the rights of the debtor. 

In view of which it is obvious 
that a merchant may quite easily 
become involved in costly dis- 
pute or litigation over an error 
in the selection of means in 
bringing pressure upon debtors 
that will induce payment, all out 


of proportion to the value of any 
ordinary account. It follows, that 
harsh, drastic, or unusual collec- 
tion methods, that stray far from 
the well-recognized beaten paths 
of this art as usually practiced, 
should not be hastily adopted but 
a merchant should be sure of his 
ground before going ahead. 





Marvin’s Store Meetings 


(Continued from page 43) 


“‘I—er, I don’t know if this is 
a good idea or not,” said the boy, 
somewhat abashed by the sudden- 
ness of the inquiry. “I’ve just 
been thinking that it might help 
if we changed some of the front 
tables to the rear of the store. 
That would let us know whether 
the merchandise has anything to 
do with people staying up front.” 

“That is a good idea,’ said Mr. 
Marvin, “but I think we should 
first try out Charlie’s arrange- 
ment plan with the merchandise 
in the same relative position it 
now occupies. I don’t want to con- 
fuse the issue. After we decide on 
a proper arrangement, the tables 
should be shifted as you suggest.” 

“T have an idea,” said Van, 
“which I believe would save us 
considerable effort and confusion 
incident to moving and removing 
the tables. We could draw a plan 
of the store floor on the scale of 
one inch to a foot. Then we could 
cut pieces of cardboard on the 
same scale, to represent the ta- 
bles. By placing the cardboard 
squares on the plan, we could see 
just how each arrangement would 
look.” 

“That is a very sensible sug- 
gestion, Van,” said Mr. Marvin. 
“T will ask our presiding officer 
to appoint you chairman of a 
committee, which will include 
Charlie Hanson and Bill Higgins, 


to work out an arrangement in 
accord with the ideas brought out 
at this meeting. Miss Garvin can 
act as secretary to the committee, 
and you will be at liberty to con- 
sult me whenever you care to. 
Meanwhile, I am sure we will all 
be ready to help shift the tables 
any time you need us. 

“That is about all we can do 
at this time,” he added, “so I 
suggest that we call it a day.” 

“Tf there are no objections, the 
meeting will stand adjourned,” 
said Jim promptly; then, as he 
whacked his gavel sharply on the 
table—“It is adjourned.” 

“T’ll have that floor plan 
ready some time _ tomorrow, 
Van,” May said as they prepared 
to leave the store. 

“Better draw those table dia- 
grams at the same time,” he sug- 
gested. “I’ll come up to your 
house tomorrow night, and we 
will cut them out so as to be ready 
for a committee meeting Mon- 
day.” 

“Shall I ask Charlie and Bill 
to come up, too?” May queried, 
with a twinkle in her eye. 

“Not on your life,” said Van 
emphatically. “By the way,” he 
added, as a grin spread over his 
face, “I’ll bring up one ticket for 
the ‘talkies’; your mother may 
want to see a good show tomorrow 
night.” 
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The Hardware Age 


Talkerticket 


for March 


OLOR will play an impor- 
tf tant part in the price ticket 
for this month. Easter falls 
on March 27 (earlier this year), 
and we may therefore expect an 
early start in spring merchandis- 
ing. When people are renewing 
their wardrobes for Easter their 
minds are more apt to be recep- 
tive to brightening up the home. 
That is where the price ticket 
comes in. 

At Easter time lavender is a 
favorite color for window decora- 
tion. It is a mixture of red, blue 
and white, basically. As the sea- 
son is turning from the cold to the 
warm, we change our color from 
the warm to the cool. So for this 
early spring season we use a 
slightly cooler color—lavender. 

Then, too, lavender is a color 
which is feminine in its appeal 
and that we can use in our 
hardware business. 

The first thing to do 
in making the talker- 
ticket for this 
month is to make 
a tracing of this 
design shown here 
on stiff cardboard. 
This done, cut care- 
fully with a sharp knife 
or razor blade so that a 
clean edge is secured. This 
is your master card. Place 
this on a large sheet of laven- 
der card and mark out as 
many as can be obtained 
from the sheet, using the mas- 
ter as a guide. When you 






by J. A. WARREN 





have enough for your require- 
ments cut them out of the large 
sheet and, with medium purple 
show card color, paint neat bor- 
ders as shown in the illustration. 

Select your merchandise and 
prepare copy for the tickets be- 











the F asyWay 


A Scale mm your Bathroom 
will keep watch over your 
weight.. Health Book ond 2 Scale 
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fore you begin lettering with the 
speed ball pén. The copy should 
be descriptive and written with 
the idea of creating value and 
desire for ownership in the mind 
of the customer. If the display 
embraces household needs stress 
appearance, labor saving and 
value. 

Avoid the use of words like 
“special,” “reduced,” etc. These 
tend to lower the values. People 
are looking for price much less 
than is generally supposed. Real 
values and fair prices are what 
the public is seeking. 

Look through your jobbers’ 
catalogs and manufacturers’ lit- 
erature for information that will 
help you prepare copy for these 
tickets. Pick out the most effec- 
tive phrases that you may get the 

full selling value from them. 
After you have done this a 
few times you will find it 
easier to recognize the 
valuable part of any 
piece of literature 
or description. 

The hand rest il- 
lustrated is a con- 
venient aid to mak- 

ing the borders on the 
cards. It is easily made 
from a straight edge, such 
as a piece of afi old T-square 
mounted on a couple of 
blocks about 34 inch high. 

All of the lettering on the 
card illustrated was done 
with a speed ball pen. 

(Continued on page 70) 
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Inventory Lessons 


by C. J. WHIPPLE 
President, Hibbard, Spencer, Bartlett & Co., Chicago, Ill. 


CANNING an_ inventory 
' after a year such as we 

have just passed through is 
anything but a pleasant task. 
Blue pencil mark-downs because 
of price declines are too frequent 
for comfort, but regardless of 
the unfavorable features, a care- 
ful study of an inventory is a 
great guide for the future. First 
of all, IT IS A COMPLETE 
LIST OF THE THINGS THAT 
DID NOT SELL. A comparison 
with a record of the things that 
did sell should teach us much. 

I have long maintained that 
careful selection of merchandise 
had far more effect on profit than 
close buying. Of course, it is 
always desirable to have a com- 
bination of the two, but no mat- 
ter how cheap an article is, it is 
of no use to your profit account 
until it is sold. An inventory 
containing obsolete and _slow- 
moving merchandise produces 
stock turnover figures that are 
misleading. What would the 
stock turn of the average retailer 
be if obsolete merchandise was 
removed from his inventory? In 
most cases, I would guess that 
the stock turn would be at least 
double and am afraid that job- 
bers would find the same thing 
to be true. 


Lower Price Trend 


In my company the inventory 
just completed shows a very de- 
cided trend in nearly all depart- 
ments for lower priced goods. 
Not only have prices declined, 
but the consuming public seem 
to want goods of a lighter grade 
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or articles less highly finished. 
In the past few years improved 
manufacturing methods have en- 
abled efficient manufacturers to 
turn out acceptable merchandise 
at low prices and this is affecting 
the sale of the higher priced, 
full-finished goods. In numer- 
ous instances I have been amazed 
at the values that are now being 
offered and it is no wonder that 
the public are buying the articles 
in question. 


Another Trend 


The past year has taught an- 
other lesson in that a sufficiently 
low price will sell a given article 
in competition with a well-known, 
fully advertised line. Several in- 
stances of this come to my mind 
—one in particular. In one rath- 
er important department of our 
business our buyer noticed a 
trend on a line where heretofore 
our sales had been confined al- 
most entirely to the goods of one 
well-known maker. At our re- 
quest and with great misgivings 
the manufacturer made up a 
special line for us priced very 
much lower than his regular line, 
not quite so well finished, but an 
excellent value. He refused to 
put his name on the line and pre- 
dicted failure for our experi- 
ment. Our sales record shows 
that a majority of the business 
went to the lower priced line— 
apparently proving that the pub- 
lic recognized the better value 
that was offered. Three years 
ago this would not have hap- 
pened. 

Another 


interesting lesson 


from the inventory was the case 
of a line bought by one of our 
senior buyers which had never 
been a particularly important one 
with us. At the beginning of the 
year we turned it over to one of 
our younger men who made a 
careful study and found the mer- 
chandise that we had was not 
what the people wanted. For- 
merly we had ordered carloads 
and the best we could do was to 
turn our stock twice a year. By 
changing the merchandise and 
putting in what the public want, 
we are still able to buy in car- 
loads and reach a 12-times stock 
turn. 

We find several instances of 
lines of goods that were quite ex- 
tensive in number, such as 
POCKET KNIVES, PAD- 
LOCKS, etc., where almost all 
of the business was concentrated 
on items in three or four price 
ranges—sometimes less. For ex- 
ample, our experience shows 
practically all of the POCKET 
KNIVES we now sell are priced 
to sell at 25c., 50c. or $1 retail. 
In the case of PADLOCKS, the 
price range was exactly the same, 
which would seem to prove that 
when the average consumer de- 
cides to buy one of these articles 
he is not willing to pay more. 
Merchandise priced at $2.25, 
$4:25 or $4.50 per dozen and 
similar odd prices was left on 
the shelf. Dealers seem to pass 
it up because it would not offer 
the full mark-up if sold at 25c. 
or 50c. The same applied to 
$8.50 or $8.75 per dozen whole- 
sale price on items that the dealer 
felt should be sold at $1 retail. 
All of the above goes to prove 
that there are definite price 
ranges in hardware and empha- 
sizes the need of a further study 
of the consumer’s demand. It is 
the same old story of working 
backward from a retail price in- 

(Continued on page 62) 


55 








HARDWARE AGE 
ADVERTISING 
SERVICE 

FOR THE 

WEEK 









HARDWARE AGE 
ADVERTISING SERVICE 


By Samuel Kalp 








HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our ciients. 





The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the a to give to your 
printer with the supplied ad layout keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual fea- 
tures or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to.show former as well as 
reduced price. If — question arises concerning the use of these ads, write 
us. You’ll find us willing to help you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations of these two pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each 
cut when less than ten cuts are ordered; when ordering ten cuts or more 
figure the charge at 30c. for each cut ordered. Inclose check with order, 
please—this saves bookkeeping of small amounts. Send all orders to 





Check These 
VALUES 


Then visit (store name). You'll 
find the fine quality things that 
you really wish to own. Don’t 
be misled by so-called “cheap” 
merchandise. It costs more in 
the end.—Buy your hardware 
where they handle the best at 
prices you can afford. 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 


(List Items 


With Prices) (All Ads Are Planned Six Weeks in Advance to Give You Ample 


Time to Order Illustrations) 





YOUR STORE NAME 








George CHashington 
Bi-Centenntal Celebration 


SPECIALS 


Thousands of proud loyal Americans 
are honoring George Washington. We 
wish to pay further homage to the 
Great American by offering to our cus- 
tomers real old-time bargains. — High 
grade merchandise that will give years 
of wear at prices that you can afford 
—even with your reduced income. 
Prices are the lowest we’ve ever seen 
for such fine quality things. 








Good Business Men 
Will Recognize 


These Bargains (List Items 
With Prices) 





Men who know that low prices 
are the bunk if they mean junk. 
That you must have the best of 











raw materials and fine work- ° 

manship to produce hardware Ice Cream Folding Iron- | Lawn Mowers 
that will wear—will last for " 

years and give satisfaction. We Freezer ing Board 

handle only what we know is ( ) 

good and reliable-——Our prices 

are rock bottom.—Look at these ( ) ( ) — ee 


real bargains! 

. A Wonderful Value at well made keen cutting, 5 
' blade mower, at a price at 

this price! Sturdily con- least 1/3 less than we 

structed ironing board— have ever quoted before 


well braced—will not such a fine mower 


Here is a triple action, 
well built ice cream 
freezer that will freeze 
perfect ice cream in ten 
minutes. The triple ac- 











(List Items 
With Prices) 


YOUR STORE NAME 








tion of the beaters makes 
the cream light and fluffy 
and enriches the flavor. 
Tub of selected kiln dry 
northern pine—iwo coats 
of paint to increase life 
of tub—4 quart size. 


YOUR 





wobble — folds compactly 
and neatly for storage. 
Properly shaped for the 
most ease in ironing. Sizes 
12 in. wide—47 in. high. 


STORE 





inch wheels, blades revolve 
freely on ball bearings. 
Keen cutter leaves a 
smooth, even cut lawn. 
All the features of the 
very expensive mowers. A 
real value. 


NAME 
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Tie Up With the George Washington 
Bi-Centennial Celebration in 
Your Ads and Displays 


HARDWARE AGE 
ADVERTISIN 


SERVICE 
FOR THE 
WEEK 


















Hil ¥-UP. 


It’s time to get busy with that _ and saw and fix up for 
summer. The right tools and supplies will make your job a lot 
easier. You’ll find everything you need at (store name) and the 


prices are right. 


You'll find it pays to shop here. 





H6 a 
Stucco Paint 
( ) 


Here is a paint for 
your stucco that not 
only waterproofs and 
preserves the finish, 
but gives new life to 
the appearance of your 
building. Easy to 
apply with a regular 
paint brush—1l Fn 
covers (———) 

A good investment. 








The best we’ve ever seen 
at this low price! Straight 
back saw made of special 
analysis steel, spring tem- 
pered, full taper ground 
4 gages thinner on back 
than cutting edge prevent- 
ing buckling and reducing 
friction thus — a 
quick 


YOUR 








S-P-E-C-I-A-L 


(List Specials 
With Prices) 


Compare our prices for the same fine quality.— 


H10 


Door Check 
( ) 


Operates silently. The 
speed of closing can 
be easily regulated. 
The shaft is of triple 
bearing frictionless 
design which practi- 
cally eliminates leak- 
age sO common in 











aa 
H8 


Calipers 
(——) 


Fine measuring tools of 
polished steel, with screw 
adjustments for fine meas- 
urements, The improved 
joint is their outstanding 
feature, and may be set 
to any desired degree of 
uniform tension. A variety 
of inside or outside model 
calipers—also dividers. 


STORE 





other types of closers. 





Hil 
Hammers 


fa} 


A perfectly balanced ham- 
mer of tough hard special 
forged steel. Non-slip 
claws grip smallest brad 
or largest spike. Selected 
hickory handle. Full 
hammer. Weight 


NAME 








“Dollars Go Farther 
At (Store Name)” 


We hear it 
every day 
from our happy 
customers. In 
these days of 
lowered in- 
comes, Wwe be- 
lieve smart 
people are 
—s where 

hey know 
ther can buy 
good__— reliable 
merchandise at a fair price— 
that’s why we insist on every 
piece of merchandise sold at 
(store name) being of a high 
quality that will give satisfac- 
tion—and at a price we know is 
rock bottom. 


(List Items 
With Prices) 


YOUR STORE NAME 





























Steel Top Kitchen Table With Two Chairs 


——) 


Porgelain enameled top. A smart set 
for the breakfast nook, sunporch or 
kitchen. Beautifully finished in bright 
enamel finish, An exceptionally well 
built tab!e with porcelain enameled 
steel top and two chairs to match. 
Roomy cutlery drawer. 
frame and legs—table top 25 x 40 
inches—height 30 inches. 


STORE 


YOUR 





Hardwood 





_ f 


Sg 
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NAME 








H13 


Are You Hunting for 
True Values? 


Are you a customer who not 
only looks for low price but 
Quality as well? Have you 
learned that “cheap” merchan- 
dise is the most expensive in 
the end—that it wears out in 
a short time and is never satis- 
factory? Then shop at (store 
name). “Quality merchandise 
at rock bottom prices” is our 


slogan, It is making new friends 


for us every day—Join the 
happy crowd. 


(List Items 
With Prices) 


YOUR STORE NAME 
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Executive 
Changes, Meet- ube, 
ings, Current Jobbers and 
Events in the 

athe al if t he Manufacturers 
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ORGANIZE INTERN’L 
SAFETY LOCK NUT CORP. 


The International Safety Lock 
Nut Corp., 67 Broad Street, New 
York City, has been organized 
to produce and distribute the 
Dalwa_ self-locking wheel nuts 
and standard lock nuts. An im- 
portant official of the Interna- 
tional Telephone & Telegraph 
Co. formed the company after 
securing the patent rights for 
the entire world except France, 
where the product was developed 
and has been successfully used 
in railroad and automotive work 
for some time. Charles B. Har- 
jes, vice-president, is the execu- 
tive head of the new company 
and was formerly in an execu- 
tive position with the Interna- 
tional Telephone & Telegraph 
Co. Arthur C. Dieter is gen- 
eral sales manager. He was for- 
merly Atlantic Coast field man- 
ager for Jos. Cunningham Son 
& Co., Rochester, N. Y., and for 
more than twenty years has been 
active in the automotive field. 

J. H. Arnold, formerly with 
Jos. T. Ryerson & Co., J. A. 
Moroney, previously with Lin- 
coln Division, Ford Motor Co., 
and H. C. Ritter, a former Pay- 
son Mfg. Co. salesman, have been 
appointed selling representatives. 





DAMERON TO CONDUCT 
ELECTRICAL SURVEY 


Dr. Kenneth Dameron, College 
of Commerce, Ohio State Uni- 
versity, has been retained by the 
Electrical Merchandising Joint 
Committee to conduct a survey 
on the merchandising of electri- 
cal appliances, to include an 
analysis of present channels of 
distribution as well as the mar- 
keting problems incident to the 
sale of electrical appliances. A 
portion of the survey will be de. 
voted to the problem of mer- 
chandising appliances by utili- 
ties. But the major emphasis 
will center on the merchandising 
and sales promotional aspects of 
the problem. 

The Electrical Merchandising 
Joint Committee was organized 
to assist in the development of 
orderly and profitable distribu- 
tion of electrical goods and to 
mitigate unfair trade practices. 
It is made up of the National 
Retail Dry Goods Association, 
the National Retail Hardware 





Association, the National Retail 
Furniture Association and the 
National Electric Light Associa- 
tion. 


ABBOTT IS LAMP SALES 
MANAGER FOR HYGRADE 
SYLVANIA CORPORATION 


Stanley N. Abbott, formerly 
assistant sales manager of the 
Hygrade Lamp Co., was recently 
appointed lamp sales manager of 
the Hygrade Sylvania Corp., and 





S. N. ABBOTT 


will make his headquarters at 
the main office of the Hygrade 
Lamp Division at Salem, Mass. 
Previous to this appointment, 
Mr. Abbott was located at Chi- 
cago, Ill., where the Hygrade 
Lamp Co. maintained a sales 
office for a large territory in the 
west and south. 

He has been connected with 
the Hygrade sales department for 
the past seventeen years, and is 
widely known to hardware job- 
bers in western and_ southern 
territory. His connection with 
the lamp industry dates back to 
1907, and includes experience in 
lamp manufacturing and quality 
work. 


KOLSTER ACQUIRES NEW 
DISTRIBUTION CHANNEL 


Arrangements have _ recently 
been completed by which 1932 
Kolster international radio re- 
ceiving sets will be sold in con- 
tinental United States by the 
Westinghouse Electric Supply 
Co. and a group of electric 
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wholesalers doing business with 
that company, located in approx- 
imately 100 strategic jobbing 
centers. 


DELAWARE HDW., PAINT 
BUYS LEWIS & KERLIN 


The Delaware Hardware & 
Paint Co. the 
hardware business of Lewis & 
Kerlin, Chester, Pa. Herman 
Slavitt is manager of the new 
business, assisted by Arthur B. 
Lewis, formerly senior member 
of Lewis & Kerlin. 

Mr. Kerlin had been in the 
hardware business in Chester 
since 1889. He and his former 
partner purchased 


has purchased 





AURORA EQUIPMENT CO. 
HARDWARE DISPLAY 


CATALOG SHEETS ISSUED" 


The Aurora Equipment Co., 
Aurora, IIl., of 
steel shelving, display racks and 
tables, has issued catalog sheets 
on hardware display equipment, 
which are now available for deal- 
ers and for jobbers’ catalogs. As 
yet the catalog is not complete, 
but when finished it will contain 
a total of thirty-six sheets. 

Sheets describing the “Equip- 
to” line are offered in a file 
folder. Data give reasons for 
the use of steel fixtures, and 
feature specifications and qual- 
ity of the line. Among the dis- 
play unit types illustrated and 
described are tool, paint, elec- 
trical (also for housefurnish- 
ings) and interior show window 
units. Various types of storage 
units and display tables are 
shown, as well as nail bin coun- 
ters and removable ledge trays. 
Construction features are de- 
scribed and explained. 


manufacturers 


DUMARS JOINS STAFF OF 
BARBER-COLMAN CO. 


Frank J. DuMars has joined 
the sales staff of the machine and 
small tools divisions of Barber- 
Colman Co., Rockford, IIl., as 
representative in the Central 
West. He was previously con- 
nected with the Reynolds Engi- 
neering Co., Rock Island, IIl., in 
a sales capacity. 











B-B NUT CO. ACQUIRES 
SAFETY NUT PATENTS 


The B-B Nut Co., Eighth and 
Columbia Avenue, Philadelphia, 
Pa. has acquired the sole 
licenses for United States, Can- 
ada and Mexico of all patents cf 
the. Safety Nut Corp., Philadel- 
phia, Pa, The company will be 
in production on its new brake- 
band nut in a short time. 


SCHWARTZ HEADS SALES 
PRAIRIE DU CHIEN TOOL 


Warren H. Schwartz, formerly 
sales manager, Modern Grinder 
Mfg. Co., Milwaukee, Wis., has 
joined the Prairie du Chien Tool 
Co., Prairie du Chien, Wis., as 
sales manager. 


Cc. D. OLIVER ACQUIRES 
DENISON HARDWARE CO. 


C. D. Oliver, Scranton, Iowa, 
has purchased the Denison Hard- 
ware Company, Denison, Iowa. 
Daniel Meyers, Jefferson, Iowa, 
will associate with him in the 
store. 


HARDWARE BOOSTERS 
HOLD ANNUAL BANQUET 


More than 160 members and 
friends of the Hardware Boosters 
attended the annual “Night Out” 
of the organization, held at the 
Hotel Edison, New York City, 
March 3. Following the ban- 
quet, Roy Schmidt, Stanley 
Works, president of the Boost- 
ers, welcomed the guests. 

Charles Pincus, Stanley Works, 
was chairman of the committee 
in charge of the affair. Other 
members of the committee were 
Charles J. Heale, Harpware 
Ace; H. R. Conner, Pike Mfg. 
Co.; J. W. Eigo, Clemson Bros. 
Co., Inc.; L. C. Warager, O. E. 
Watts, E. C. Atkins & Co., and 
Louis J. Haas, W. C. Heller & 
Co., Inc. 

Professional entertainment and 
group singing were in charge of 
Thornton Webster, 33 West For- 
ty-second Street, New York City. 

















W. H. HOOVER 


W. H. Hoover, 82, founder and 
former president of The Hoover 
Co., North Canton, Ohio, vacuum 
cleaner manufacturers, died Feb. 
25, at his home in that city. In 
1870 he entered the tanning busi- 
ness and began manufacturing 
vacuum sweepers in 1907. His 
leather business was discontinued 
in 1919. When the vacuum 
cleaner company was reorganized 
in 1922 he became chairman of 
the board, his son, H. W. Hoover, 
becoming president of the firm. 
At the same time his sons F. G. 
and D. T. Hoover became vice- 
presidents. 


STEPHEN L. REYNOLDS 


Stephen L. Reynolds, 52, hard- 
ware dealer and plumber, Gran- 
ville, N. Y., died Feb. 13, a few 
minutes after his arrival at his 
home for supper. 





GEORGE B. CRAGG 


George B. Cragg, 48, traveling 
in southern territory, for Ameri- 
can Screw Co., Providence, R. L., 
died recently while in Little 
Rock, Ark., following a heart at- 
tack. Mr. Cragg, who made his 
home in New Orleans, La., took 
charge of that territory in 1929. 


P. J. QUARNE 


P. J. Quarne, Fortuna, N. D., 
hardware, implement and garage 
operator, died Feb. 17. 


FRED GIESEKER 


Fred Gieseker, 72, Drake 
Hardware Co., Burlington, Iowa, 
for the past 52 years connected 
with that business, died recently. 
He was in charge of the builders’ 
hardware department of the 
store, having entered the employ 
of the firm in 1880, when it was 
known as the Drake & Dayton 
Co. 


JAMES LEEPER 


James Leeper, 82, of Philadel- 
phia, Pa., died recently in Oma- 
ha, Neb. At the time of his 
death he was covering his regu- 
lar territory as a representative 
of Griffin Mfg. Co., Erie, Pa. Mr. 
Leeper had been associated with 
the Griffin organization during 
the past twenty-five years and 
has enjoyed a particularly wide 
acquaintance throughout the 
hardware trade, from Pennsy]- 
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vania west to Missouri. In the 
early years of his life he was 
with the Supplee Hardware Co. 
of Philadelphia, Pa. 

He came to America from Ire- 
land, his birthplace, nearly sev- 
enty years ago and his entire 
business life had been spent in 
selling activities. He was very 
active right up to the time of his 
passing. 


FRED W. PARMENTER 


Fred W. Parmenter, owner and 
operator, Fred W. Parmenter 
Hardware, Pontiac, Mich., died 
recently at the age of 64 years. 
Mr. Parmenter had been in the 
hardware business for twenty-six 
years and had been active in 
civic affairs. Last December he 
resigned as a member of the 
city commission, following nine 
years’ service. 





NEWARK MUSEUM HAS AN 
EXHIBIT OF 10c ITEMS 


The Newark Museum, Wash- 
ington Park, N. J., has an ex- 
hibit of objects costing not more 
than 10 cents, in its main gal- 
lery. There are 46 items, includ- 
ing glass, pottery, brass and toys, 
all purchased recently by the 
museum in shops in Newark and 
New York. This exhibit is pre- 


‘sented because of the museum’s 


belief that it is part of its busi- 
ness “to call attention to sim- 
plicity, charm and beauty in the 
humblest and most inexpensive 
of useful things.” 

It is the purpose of the con- 
tents of the cases to suggest how 
much “of beauty lies within the 
purchasing power of the hum- 
blest home.” 


DATA ARE AVAILABLE ON 
RESEARCH SOURCES 
(From Our Washington Bureau) 

Greater practical application 
of established research results in 
individual needs is evidenced 
in the new classified description 
of research results, “Market Re- 
search Sources.” It is available 
at 30c. per copy from the Super- 
intendent of Documents, Govern- 
ment Printing Office, or any dis- 
trict or cooperative office of the 
Department of Commerce, whose 
Marketing Service Division pre- 
pared the volume, the fifth which 
has been issued. The current 
number covers 1931, 

The publication contains a 
record of market research inves- 
tigations, including problems re- 








lating to the transfer and sale 
of goods and services between 
producer and consumer, relation- 
ship and adjustments between 
production and consumption. 
Preparation of commodities for 
sale and their physical distri- 
bution, wholesale and retail mer- 
chandising, the various financial 
problems concerned in distribu- 
tion and the development of sta- 
tistical data of value in carry- 
ing forward business research are 
included. 

Among the principal agencies 
listed are government bodies, 
trade associations, universities, 
chambers of commerce, newspa- 
pers, magazines, advertising 
agencies, publishers of books and 
trade directories, research foun- 
dations and_ individual _ busi- 
nesses. 

WACHOLTZ HDWE., CO. 
BOUGHT BY WOODLAND 


Ed. Woodland, Butte, Mont., 
recently purchased the Wacholtz 
Hardware Co., 118 South Broad- 
way, Albert Lee, Minn. Mr. 
Woodland, who will change the 
business name to Woodland 
Hardware Co., has had experi- 
ence as a retail hardware man 
and as a hardware wholesaler. 
Extensive changes in the store 
are planned. 

J. A. KELLEY NOW WITH 
CENTRAL SALES AGENCY 


J. A. Kelley has resigned from 
E. C. Stearns & Co., Syracuse, 
N. Y., and is now with the Cen- 
tral Sales Agency, Syracuse, 
N. Y., handling and marketing 
various lines of merchandise for 
manufacturers. Mr. Kelley will 
travel the middle Atlantic states 
for the Central Sales Agency, 
which territory he covered for 
the past ten year while with the 
Stearns organization. 





HALL HARDWARE CO. 
DAMAGED BY FLAMES 


One of the two adjoining Main 
St. stores of the Hall Hardware 
Co., Belfast, Maine, was damaged 
by fire of undetermined origin, 
on Feb. 21. The fire was con- 
fined to the stock in the unit in 
which it started. 





COMMISSION HEARING ON 
PRODUCTION COST 
(From Our Washington Bureau) 

The Tariff Commission has or- 
dered a hearing under the flex- 
ible provision of the tariff act to 
determine the differences in the 
domestic and foreign costs of 
production of upholsterers’ nails, 
chair glides and thumb tacks. 
The date for the hearing has not 
been set. The prevailing duty 
on these products is 3c. per lb. 





SNYDER, ZEBLEY, INC., 
HDWE. DISTRIBUTORS 


A. M. Snyder and Herbert 
Zebley have formed the firm of 
Snyder & Zebley, Inc., at 316 
Main St., Asbury Park, N. J., 
with C. H. Snyder as manager. 
The new organization will dis- 
tribute paints, related special- 
ties, weatherstrip, radiator cov- 
ers, oil stoves and housewares. 
C. H. Snyder was president and 
treasurer of Snyder & Robins, 
Inc., which business was discon- 
tinued recently through volun- 
tary bankruptcy, caused by the 


unusual banking conditions in 
that territory. Mr. Snyder is 
well known in the hardware 


trade and is a past president of 

the Jersey Shore Hardware As- 

sociation. 

ALUMINUM INDUSTRIES, 
INC., CANADIAN SALES 


A division under direction of 
R. H. Pardo, to handle sales ac- 
tivities in Canada, has been cre- 
ated by Aluminum Industries, 
Inc., Cincinnati, Ohio, according 
to C. W. McDaniel, director of 
sales for the company. 

The Canadian territory has 
been divided into four districts 
under supervision of district 
managers: J. F. Christie, R. E. 
McGill, H. Arthur Brittain and 
George M. Watson. 

An intensive and widespread 
advertising program will supple- 
ment the personal efforts of the 
Canadian sales organization, and 
the activity will cover all Per- 


mite lines, including piston, 
valves, piston rings, pis'°n pins, 
bolts, bushings, water pump 


parts, mufflers and Permite Re- 
salum. 

APPROVE FLAX, HEMP 
TWINE AS RECOMMENDED 


A general conference of rep- 
resentatives of manufacturers, 
distributers and users of flax and 
hemp twines, held under the au- 
spices of the division of simpli- 
fied practice of the Bureau of 
Standards, approved a simplified 
practice recommendation cover- 
ing these commodities in New 
York, N. Y., on Feb. 15, 1932. 

Provision is made in the rec- 
ommendation for numbers, ply, 
yardage, put-ups and_ breaking 
strength of the various sizes and 
constructions of fine finished and 
fine unfinished hemp twine, and 
fine unfinished flax twine. 

A standing committee to spon- 
sor the recommendation, com- 
posed of representatives of all 
elements in the industry, was au- 
thorized by the conference. The 
recommendation will become ef- 
fective one month after an- 
nouncement that the required 
support has been received. 
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STANDARD ELECTRIC 
STOVE APPOINTS AGENTS 


The Standard Electric Stove 
Co., Toledo, Ohio, has appointed 
several distributors. Home Elec- 
tric Co., Tacoma, Wash., is car- 
rying a full stock and is serving 
western Washington. B. ; 
Smith, Inc., Cleveland, Ohio, is 
handling northern and eastern 
Ohio. Columbus Ignition Co., 
Columbus, Ohio, is handling 
southern and eastern Ohio. H. W. 
Saviers & Son Co., Reno, Nev., 
is handling western Nevada and 
eastern California. Smith-Win- 
chester Co., Jackson, Mich., was 
also appointed for that territory. 





HEARINGS ARE HELD ON 
TRADE PRACTICE BILLS 
(From Our Washington Bureau) 


Hearings held Feb. 24-26 on 
three bills introduced by Senator 
Nye of North Dakota to legalize 
trade practice conferences indi- 
cate that if the legislation is of- 
fered for enactment it will be in 
redrafted form. The subcommit- 
tee of the Senate Committee un 
Judiciary which conducted the 
hearings made it clear that the 
measures as now prepared carry 
objectionable features. 

While a number of witnesses 
insisted that if a trade practice 
conference were adopted by a 
majority of an industry, based 
upon numbers and capital in- 
vestment, it should be made 
binding upon non-participants, a 
number of attorneys appearing 
before the subcommittee con- 
ceded that the legality of such a 
provision is open to serious ques- 
tion. 


NORGE NESTOR, AGENT 
FOR ELECTROMASTER 


Gerald Hulett, sales promotion 
manager, Electromaster, Inc., 
Detroit, Mich., has announced 
the appointment of Norge Nestor 
Co., Inc., of Jacksonville, Fla., as 
Electrochef distributors for Flor- 
ida and southern Georgia. French 
Nestor, president, is widely 
known in the radio and refriger- 
ation field. 

HENNING SELLS INTEREST 
IN HENNING & GEASLAND 


Clayton Henning, Henning & 
Geasland, hardware dealers of 
Platteville, Wis., has sold his in- 
terest in the business to Mr. 
Geasland. 

M. E. M. A. AND N. S. P. A. 
SHOW IN DETROIT, MICH. 


The third joint trade show of 
the Motor and Equipment Manu- 
facturers Association and the Na- 
tional Standard Parts Associa- 
tion will be held in Detroit dur- 
ing the week of Dec. 5, accord- 
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ing to an announcement issued 
jointly by both associations. Con- 
vention Hall will be the scene 
of this wholesale trade show 
which annually attracts about 
10,000 visitors directly connect- 
ed with the maintenance and re- 
pair division of the automotive 
industry. At this show manufac- 
turers of service parts, acces- 
sories, supplies, service equip- 
ment and tools will exhibit their 
products to wholesalers from all 
parts of the United States and 
Canada, as well as representa- 
tive overseas distributors. 

While officially sponsored by 
the M.E.M.A. and the N.S.P.A., 
the Motor. and Equipment 
Wholesalers Association will par- 
ticipate in the success of the 
show through its representation 
on the M.E.M.A. committees. 
Each of the three associations 
will hold its annual convention 
in connection with the show, 
either immediately prior to the 
show or the early part of the 
week. 

It is expected that the show 





will be open on the first three 
days of the week to jobber mem- 
bers of the participating organ- 
izations only; while it will be 
open to invited guests on the 
last three days. It also is planned 
to have a trade day or night 
which will permit dealers, ser- 
vice managers, garage men and 
other members of the repair 
trade to visit the exposition. 





REAFFIRM CARTRIDGE 
RECOMMENDATION 
(From Our Washington Bureau) 
Effective since Jan. 1, 1927, 
simplified practice recommenda- 
tion No. 62, covering metallic 
cartridges, has been reaffirmed 
without change by the standing 
committee of the industry. In 
announcing reaffirmation of the 
recommendation, the Division of 
Simplified Practice of the Bu- 
reau of Standards pointed out 
that it has been instrumental in 
reducing the number of stock 
varieties of metallic cartridges 
from 348 to 256, or approximate- 

ly 26 per cent. 





LEATHER BELTING NOW SOLD BY THICKNESS 


The American Leather Belting 
Association, 41 Park Row, New 
York City, has decided that for 
the greater protection of the con- 
sumers of leather belting, it 
should establish and sell this 
commodity by specifications of 
thickness instead of weight, 
thereby discarding the old weight 
terminology of “ounces per 
square foot,” which may be va- 
ried by the mere addition of 
weighting materials to the 
leather, and does not necessarily 
always represent a differential in 
transmission values. This de- 
cision was reached after the as- 
sociation had canvassed all man- 
ufacturers of belting throughout 
the country, with the result that 
81 replies were received, all vot- 
ing for the change. Therefore, 
the movement can be considered 
as having the endorsement of the 
entire industry. 

This is an interesting and pro- 
gressive move for the purpose of 
establishing higher standards for 
a product that has been sold by 
weight for many years. Inas- 
much as leather belting prices 
are based on thickness, the sim- 
plicity and common sense of this 
change has met with the instant 
approval of both manufacturers 
and users of leather belting. In 
simplifies and makes compara- 
tively easy the checking of each 
piece of belting to see if the av- 
erage thickness is as ordered. 

The thickness specifications 
now in effect for first quality 
leather belting are as follows: 





Medium single, 10/64 in. to 
12/64 in.; heavy single, 12/64 
in. to 14/64 in.; light double, 
15/64 in. to 17/64 in.; medium 
double, 18/64 in. to 20/64 in., 
and heavy double, 21/64 in. to 
23/64 in. 

1, All thicknesses in this table 
are average thicknesses’ in 
inches, and should be determined 
by measuring 20 coils and di- 
viding this value by the number 
of coils measured. In rolls of 
belting containing less than 20 
coils the average thickness should 
be determined by measuring one- 
half of the total number of coils 
and dividing this value by the 
nymber of coils measured. 2. 
The classification of “light sin- 
gle” has been eliminated entire- 
ly. 3. Uniformity: No point in 
either single or double belting 
shall be more than 2/64 in. 
thicker or more than 2/64 in. 
thinner than the average thick- 
ness. 4. The second and third 
quality brands of each manufac- 
turer bear the same relative 
thickness to the manufacturer’s 
first quality grades as they did 
in the past under the old ounces 
per square foot specification. 

These thicknesses are now in 
effect and should be used by all 
buyers of belting in wording 
their orders. Every order for 
single or double should specify 
the thickness on the order. If 
just the words “Light,” “Me- 
dium” or “Heavy” appear on the 
order these words now mean the 
thickness as per the above table 
and not the weight as formerly. 








BALTIMORE PAINT CLUB 
RECEIVES SILVER CUP 


The Baltimore Paint Oil and 


Varnish Club, Baltimore, Md., 
was the recipient of the silver 
cup, awarded by the national as- 
sociation for making the best 
showing in the Clean Up and 
Paint Up campaign last year at 
the February meeting of the 
club. John Henry Coon presid- 
ed and complimented the Credit 
Bureau of the club, “which,” he 
said, “has been functioning very 
successfully under the guidance 
of Simon N. Hanline and Arthur 
Franklin.” The committee re- 
ceived a communication from the 
national association relative to 
Cooperating with the National 
Credit Men’s Association, but ac- 


tion was deferred until the 
March meeting. 

The principal speaker was 
Theodore R. McKeldin, secre- 


tary to former Mayor Broening, 
who took as his subject “City 
Pride,’ and complimented the 
club on its activities and espe- 
cially its campaigns such as the 
Clean Up and Paint Up Cam- 
paigns, which, he said, not only 
serve to increase civic pride 
among citizens but also provide 
employment for those seeking to 
make a living. 





PLATE GLASS CO. HOSTS 
TO HDWE, PAINT MEN 


Seventy-five hardware and 
paint dealers and salesmen were 
entertained by the Harrisburg, 
Pa., branch of the Pittsburgh 
Plate Glass Co., recently at the 
Penn-Harris Hotel in that city. 
Following the dinner, sales and 
advertising plans for the year 
were discussed by Furgeson 
O’Connor and Arthur E. Hol- 
comb, special representatives of 
the home office and Ralph Cun- 
ningham, manager of the Harris- 
burg branch. 

A talking picture, showing 
every detail of the manufactur- 
ing of paint, brushes, etc., and 
explaining the various processes, 
was also shown. 





CAMPBELL HDWE. CO. 
BUYS BUSINESS BLOCK 


Charles Campbell, proprietor, 
Campbell Hardware Co., St. 
Petersburg, Fla., has purchased 
the building at 842, 844 and 846 
Central Avenue. Part of the 
building is occupied by a restau- 
rant. The balance of the build- 
ing will be remodeled and used 
by the hardware company. Mr. 
Campbell, who has been in the 
hardware business for many 
years, went to St. Petersburg 
twenty years ago. 


HARDWARE AGE 





























A NEW WEEKLY 
FEATURE! 


How’s me Hardware Business? 


by STEWART JAMES 


A trade digest of 
conditions affecting 
distribution of hard- 
ware and allied mer- 
chandise, gathered 
from trade areas of the 
entire country and pre- 
sented as a weekly fea- 
ture of Hardware Age. 
Mr. James will inter- 
pret for hardware men, 
such basic factors as, 
crop outlook, freight 
ear loadings, circula- 
tion of money, build- 
ing progress, employ- 
ment, etc. He will also 
deal with specific price 
trends, demand for 
merchandise, shortages 
and future outlook as 
reflected by his study 
of the national hard- 
ware market situation. 
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Gradual Retail Progress 


EVERAL phases of the week’s 
news are better, though actual 
improvement in transactions pro- 

ceeds only slowly, and not in all areas. 
Hardware wholesalers report a gradual 
rise in spring buying, and a relatively 
good gain in mail orders. Retailers in 
many sections are holding back new 
ordering because of unsold stocks of 
winter goods. Most merchants, how- 
ever, have so consistently followed 
hand-to-mouth buying policies, for a 
year or more past, that they have not 
been caught with serious surplus de- 
spite the warm winter, and despite re- 
duced public buying power. Many 
“sales” are being advertised to dispose 
of late stocks of cold-weather supplies, 
and are proving successful where prices 
have been properly marked down. Spe- 
cial “dollar sales” or community “dol- 
lar days” have been widely prevalent. 
Such devices have undoubtedly stimu 
lated demand, though profits have been 
largely sacrificed to attract the crowds. 


General Merchandising 
Reports 


In the sketchy sectional February 
review, Bradstreet’s has found that in 
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New York City, automobiles, shoes and 
stationery were equal to last year in 
sales, while tires had better demand 
than 1931, with collections in that line 
better. Kansas City reports that both 
automobiles and tires are selling faster 
than in previous weeks. Several re- 
ports mention the excellent results of 
the automobile shows, although the na- 
tion-wide demand for cars, judging 
from production, is not increasing 
rapidly. Chicago finds retail trade 
spotty and less promising recently than 
wholesaling. St. Paul mentions cloth- 
ing and furniture as being in best call. 
Dry goods and house furnishings are 
off in demand. 

In the South heavy rains have cur- 
tailed activity. Wholesaling has slack- 
ened, with orders now being received 
of a noticeably emergency variety. The 
optimism apparent is evidently based 
upon the smaller number of bank fail- 
ures and the belief that the spring will 
witness a general increase in activity. 

Pittsburgh reports a slight upturn in 
the wholesale paint and glass trade, 
due to expected repair work this 
spring. At Charlotte numerous small 
orders are being received at the cotton 
mills. Stocks of gasoline are still ris- 
ing and are expected to do so for a 
few weeks longer. Prices remain 
steady, due to anticipated heavier de- 
mand. Heavy and light fuel oils are 
both slow. In the east Texas field vig- 
orous curtailing of output continues, 
but attempts are being made to change 
the proration rulings of some com- 
panies. 

Coal buying throughout the country 
remains disappointing, although a few 
areas show increases. At Scranton 
shipments have been less. Minneapo- 
lis reports flour milling at 50 per cent 
of capacity. At Kansas City zinc sales 
have been above production for several 
weeks, but prices remain at an all- 
time low. Lumber output in the West 
is very much restricted, with sales 
slightly above production. 


News of the Crops 


Concerning the agricultural outlook, 
Bradstreet’s reports that it is not yet 
evident how well the winter wheat crop 
has come through. Private reports in- 


dicate that the condition in western 
Kansas is well below normal, due to 
the poor start last fall, but the out- 
look outside this area appears good to 
excellent. The weather of the next few 
weeks will do much to determine what 
the ultimate crop will be. Seeding of 
oats continues in fair progress in the 
Southwest and is under way in south- 
eastern Kansas. In the northern areas, 
cold weather has prevented field work, 
while in the South continued rains 
have hindered farm progress. From 
Birmingham comes the bearish news 
that prospects are for another large 
cotton crop in that section, despite the 
low prices prevailing. 

However, figures published Feb. 27 
indicated that sustained heavy buying 
by Japan was making some inroads into 
the surplus of American cotton. Since 
Aug. 1, when the present cotton sea- 
son started, Japan has purchased l,- 
569,902 bales, more than double the 
total purchased for Japanese account 
up to this time last year. America’s 
present visible supply remains tre- 
mendous, and is recorded at 9,420,000 
bales against 7,806,000 last year and 
5,723,081 bales in 1930. 


Heavy Construction Gains 


With a total valuation of $21,219,000, 
heavy engineering contracts in the 
United States for the week of Feb. 15 
registered a gain over the preceding 
week. The total compared with a val- 
uation of $10,656,000 in the former 
week and $34,678,000 for the same six 
days in 1931. Construction contracts 
awarded in the first half of February 
in the thirty-seven states east of the 
Rockies amounted to $55,028,500, ac- 
cording to the F. W. Dodge Corpora- 
tion. Nonresidential building led 
among the three major constructior. 
classes with $21,857,800. 

Some unions still balk at the agree- 
ment to a reduction in wages and, 
while negotiations with these are pro- 
ceeding, the expected impetus in the 
industry has not developed. 


Bank Position Better 


The number of bank suspensions and 
liquidations in the United States has 
shown a sharp decline from the high 
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totals of the late months of 1931 and 
of January, 1932, says the Standard 
Statistics Company current survey. In 
the third week of February only 24 
closings were reported compared with 
28 in the preceding week and 59 in the 
first week of the month. The January 
total was 327; that for December, 1931, 
was 353, while last October, at the 
peak of the suspension curve, 512 in- 
stitutions closed their doors. On the 
basis of the latest weekly figures, bank 
closings are down 46.8 per cent from 
the average of 1931. 

A striking decline has occurred in 
the average amount of deposits tied up 
in bank failures. With 438 closings 
reported thus far in 1932, the average 
deposits involved figures about $495,- 
000. At the October peak the average 
deposits per closing were $1,107,000, 
while for the full year 1931 the aver- 
age was $891,000. This is considered 
a more significant item than a de- 
crease in the number of closings, as 
an indication of the effectiveness of 
the Reconstruction Finance Corpora- 
tion’s work in aiding banks. 


Late-February Traffic 
Increased 

Advance estimates indicate that for 
the first time in seven years there was 
an increase in freight car loadings be- 
tween the second and third weeks of 
February. It was the second time last 
month that freight traffic made the best 
seasonal showing since 1925. Increase 
for the week ended Feb. 20 was 10,141 
cars. Between the same weeks in 1931 
there was a decline of 6751 cars, in 
1930 a drop of 62,707 cars, and in 1929 
of 51,995 cars. 

A large portion of the improvement 
this year was due to heavy grain move- 
ments in the West, prompted by high- 
er market prices for grain and the de- 
sire to avoid increased freight rates. 
But there is more significance to the 
report than increased purchasing power 
for the farmer. 

Substantial improvement was shown 
in merchandise and _ miscellaneous 
freight, items which reflect, for the 
most part, the industrial activity of the 
country. The eastern roads did not 
share in the rise in grain loadings and 
were hard hit by a slump in coal ship- 
ments, because of unusually mild 
weather in the Middle West and other 
sections. However, eastern carriers 
must have received good business from 
their industrial customers—for while 
these eastern roads did not make so 
good a showing as in 1931, they were 
far superior to the February slumps 
of 1926-1930. 


Late Prices and News 
The Annalist Weekly Index of 
Wholesale Commodity Prices declined 
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to a new low of 91.9 on Feb. 23, com- 
pared with 92.2 on Feb. 16 and 109.6 
on Feb. 24, 1931 (1913 = 100). De- 
clines in live stock, in meats and in 
grains other than wheat caused the 
drop, being only partly offset by highez 
cotton textile and wheat prices. 

On Feb. 23 both sugar,and rubber 
declined to new lows. Cuba’s threat to 
withdraw from the international sugar 
agreement caused sugar futures to 
drop to a new bottom of 0.85 cents 
per pound on the New York Exchange. 
It is interesting to recall that in May, 
1920, sugar futures reached a high 
mark of 23.35 cents. The price of 
rubber futures on the New York Rub- 
ber Exchange declined also to a new 
low mark of 3% cents, due to report 
of largely increased production in Ma- 
laya in January as compared with De- 
cember. 

The American Smelting & Refining 
Company on Feb. 26 announced a re- 
duction of 14 cents in its contract price 
for lead to the basis of $3.50, New 
York, followed by a similar drop on 
March 1 to $3.25, New York, the low- 
est mark since 1897. Ingot copper has 
dropped to new bottoms, well below 
6 cents. 

The recent price advance to whole- 
salers on nuts and bolts apply to cur- 
rent business, as old quotations are be- 
ing withdrawn. Price to the retailer 
will undoubtedly advance to about 70 
per cent. 

It was announced on Feb. 27 that 
the American Window Glass Company 
advanced prices on A and B qualities 
of window glass in single and double 
strength, an average of 10 per cent. 
All other qualities of window glass 
will be discontinued. 

Nineteen thirty-one statements from 
leading leather manufacturers report 
heavy inventory losses last year, as in 
1930. Average values declined during 
1931 about 25 per cent for cattle hides, 
45 per cent for calfskins, 25 per cent 
for sheepskins, and on finished leather 
to a corresponding extent. 

Jobbers report that their costs on 





paper have advanced very sharply, and 
a like advance will doubtless be felt 
on the staple paper wool twine. 

Orders are being placed freely by 
dealers for lock sets, with such whole- 
salers as have deferred issuing the re- 
cent general advance by the manufac- 
turers, of about $1 per dozen. 

Large recent hardware sales of 10 
cent paint have led to the offering 
of another new and popular-priced as- 
sortment to retail at 25 cents. This 
includes a choice of 16 colors of 4-hour 
enamel in 10-ounce cans, 17 colors of 
prepared paint in pint cans and 6 colors 
of varnish stain in pint cans. All are 
packed one dozen in carton, and all are 
offered to-the dealer at $1.80 to $2 per 
dozen. 

One of the largest manufacturers has 
recently offered, through the wholesal- 
ers, two new and low-priced flashlights 
—a broad-beam light to retail at 49 
cents and a spotlight at 75 cents. For 
both of these there seems a wide pop- 
ular demand. 

On wire screen cloth the cut prices 
published in the January mail-order 
catalogs have still not changed the 
“official” resale prices to dealers, sup- 
ported by all the leading manufactur- 
ers. On one or two staple kinds the 
retailér’s cost has been held at a higher 
figure than his mail-order competitor 
advertises to the consumer. As a con- 
sequence, a leading mid-western jobber 
has announced, for the exclusive pro- 
tection of his own regular dealer cus- 
tomers, an independent and competi- 
tive pricing on his own brand of 12- 
mesh black screen cloth. It is in- 
creasingly manifest that no factory sup- 
pliers of goods to be sold through cut- 
price channels, can hope to avoid the 
crashing of their price structures and 
the disappearance of their profits. 

Sales of tools are fair on the popu- 
lar household kinds and grades, but 
the demand for the better tools used by 
carpenters and mechanics is still in a 
severe slump. Expansive bits have 
dropped 10 per cent in price, with no 
corresponding changes on auger bits. 





Inventory Lessons 


(Continued from page 55) 


stead of forward from a manu- 
facturer’s cost, but there are still 
many agencies in distribution 
that refuse to concede this. 

It must be obvious to all that 
if we are to have the merchan- 
dise that the public want, and 
that means lower priced goods, 
we must reduce expenses and sell 


more of each article in order to 
successfully meet this trend, 
Eliminating the slow sellers auto- 
matically increases the quantity 
on faster moving goods. In- 
creasing the quantities means 
full packages and less expense 
and, at the same time, doing a 
better job of distributing. 
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North Dakota Dealers Met in Fargo 


EARLY two hundred were in 
attendance for the annual con- 
vention of the North Dakota 
Retail Hardware Association, held in 
Fargo, N. D., on Feb. 10 to 12 inclu- 
sive. The exhibition and all business 
sessions were held in the Municipal 
Auditorium. Interest was keen and 
well maintained throughout the meet- 
ing, which concluded with the election 
of the following officers: President, 
Howard Connolly, Devils Lake; first 
vice-president, J. W. Calnan, Berthold; 
second vice-president, H. M. Ulvick, 
Aneta; treasurer, A. O. Gunnerud, 
Silva, and secretary, C. N. Barnes. 
The new board of directors is com- 
posed of Howard Connolly, Devils 
Lake; J. W. Calnan, Berthold; A. O. 
Gunnerud, Silva; A. J. Cole, Lisbon; 
John I. Rovig, Mandan; A. A. Lane, 
Sherwood; Guy Bervig, New Rockford; 
P. I. Dahlen, Williston, and A. F. Hoff, 
Wishek. 


At the opening session Wednesday 
afternoon, members were welcomed to 
Fargo by Mayor A. T. Lynner. Presi- 
dent A. O. Gunnerud, Silva, then de- 
livered the president’s annual message 
on the subject of “The Road Ahead.” 
He outlined the important problems 
confronting dealers at this time, and 
suggested remedies to solve them, ex- 
plaining in detail how remedial meas- 
ures should be applied. 

Irwin E. Douglas, of the N. R. H. A., 
Indianapolis, Ind., with “1932 Models” 
as his topic, emphasized the need for 
modern fixtures and the use of up-to- 
date display and merchandising meth- 
ods in the effort hardware merchants 
are making to secure their share of the 
consumers’ dollar. A phase of this 
same subject was then discussed by 
Earl Erlandson, field secretary of the 
association. His talk was entitled “Let 
’er Go,” and after touching upon the 
proper and effective use of display fa- 
cilities, he proceeded to give a demon- 
stration of the right and wrong way to 
dress a display table. 

B. E. Groom, Langdon, chairman, 
agricultural committee, Greater North 
Dakota Association, told of the accom- 
plishments of that organization in in- 
creasing the farm resources of the 
State. He pointed out that the devel- 
opment of the State as an important cat- 
tle and sheep growing section opened 
the way to additional profits for deal- 
ers who would cater to the demand 
from such sources. Mr. Groom’s talk 
so effectively explained the work the 
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association he represented is doing that 
the North Dakota dealers later adopted 
a resolution commending the program. 

On the first evening of the conven- 
tion an educational motion picture 
showing the manufacture of glass was 
presented, followed by Paramount's 
late release, “The Manhattan Parade.” 
The hosts at the theater party were the 
Fargo Paint & Glass Co., and the Lib- 
bey-Owens-Ford Glass Co. 

At the Thursday morning session, 
Irwin E. Douglas, with “Watching the 
Instrument Board” as his subject, com- 
pared accurate business records with 
the gages used on motor cars and de- 
clared that both were indispensable. 
Under the topic of “A Handy Road 
Map,” Earl Erlandson advocated the 
use of business control and especially 
budgeted expenditures. In conclusion 
he explained the use of the forms which 
have been devised for that purpose. 

L. R. Waters, district sales manager, 
Congoleum - Nairn, Inc., Minneapolis, 
Minn., was the concluding speaker on 
Thursday’s program. With “Refueling” 
as his topic, Mr. Waters discussed the 
major factors related to buying, select- 
ing and controlling merchandise. Many 
helpful suggestions concerning the 
kind of merchandise to buy and how 
to judge its salability were offered by 
Mr. Waters in his talk. 

On Thursday evening, the association 
was host at a very enjoyable dance for 
members, exhibitors and their families. 

At the final session Friday after- 
noon, Arthur W. Cullen, editor, North- 
west Hardware Trade, Minneapolis, 
was the first speaker. Mr. Cullen 
spoke on “Hitting on All Eight,” and 
his address dealt principally with 
planned selling effort. 


Cc. N. BARNES 
Secretary 





HOWARD CONNOLLY 
New President 


In an address on “Reading the Road 
Sign,” Earl Erlandson emphasized the 
advantages of applying stock control 
to retail hardware stocks. He discussed 
some lines in detail and concluded his 
remarks by pointing out the twelve rea- 
sons why dealers should install mer 
chandise control. 

The summary address on “The Man 
Behind the Wheel” was delivered by 
Irwin E. Douglas, who effectively 
brought out the need for competent 
management. In closing, Mr. Douglas 
told the story of a man who was a 
student of human nature, who sat one 
day on a doorstep watching a wasp 
build its nest. To test the wasp, he 
destroyed the nest seventeen successive 
times, just to see if it would give up. 
But the wasp resolutely stuck to its 
task. While it was baffled each time 
ihe nest was destroyed, it went right on 
and rebuilt it each time. This man 
then resolved that he would go about 
his work as the wasp had done— 
courageously and unhesitatingly. 

The resolutton commending the 
work of the Greater North Dakota 
Assn. was phrased as follows: “This 
Association goes on record as com- 
mending the development program of 
the Greater North Dakota Association 
as outlined by B. E. Groom. We rec- 
ognize that upon agriculture in all its 
ramifications rests the basic prosperity 
of this State and as it prospers, so we 
will prosper. We believe and recom- 
mend that hardware retailers work 
hand in hand with the farmer in solv- 
ing his problems which are our too, 
and in fostering the work of the Great- 
er North Dakota Association.” 

The exhibit was considered quite 
satisfactory and well attended. 
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Vietor Schwein Heads Missouri 





F. X. BECHERER 
Secretary 


if YHE 34th Annual Convention and 

Exhibit of the Missouri Retail 

Hardware Assn. opened at 9 a. m. 
on Tuesday, Feb. 16, at the new Hotel 
Jefferson, St. Louis, Mo. After the 
usual opening preliminaries, President 
E. J. Creissen, St. Louis, gave his 
annual message entitled “The Road 
Ahead.” Mr. Creissen stressed the need 
of dealers installing business control 
in their businesses in 1932 so as to get 
all cylinders working for better busi- 
ness. 

This was followed by the annual 
message of Secretary Becherer in which 
he brought the need of dealers adopt- 
ing modern display and stressed the 
importance of keeping their displays 
clean and changed often. He also 
asked the dealers to write their con- 
gressman to help reduce government 
expenses. He also quoted from a pam- 
phlet issued by E. B. Gallaher, of 
Clover Business Service, on “Jobber 
Competition.” Veach C. Redd, of 
Cynthiana, Ky., then gave the story of 
his recent remodeling, which was a 
message of real value to Missouri deal- 
ers. 

At the morning session on Wednes- 
day, Ben Gude, South End Hardware 
Co., St. Louis, spoke on “Planning 
Ahead.” In his talk, Mr. Gude brought 
out what he meant by Planning Ahead. 
He said a dealer gave him about as 
good as definition of a plan as he ever 
heard. The dealer said a plan is a 
method of arrangement, a method ot 
procedure, a method of action. Ar- 
ranging the territory, getting the most 
out of it, a plan of action to sell con- 
sumers. He told the dealers if they 
haven’t planned ahead, his suggestion 
was to do so at once and they would 
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find it paid big dividends. He said the 
first objective of a plan was a goal or 
a mark to shoot at. 

Mr. Gude said that someone once 
said that knowledge is power. He said 
this is not literally true, it is only half 
truth. It is the ability to use knowl- 
edge that is power. He brought out 
that one of the big differences between 
a strong salesman and a weak sales- 
man lies in their ability to organize 
their knowledge of merchandising and 
selling methods so they can present it, 
use it in selling customers. 

He stated if you have the finest kind 
of a proposition, the best product in the 
field, and a big receptive market await- 
ing you, if you don’t work, the rest 
means nothing. In closing his talk, 
he said there is no reason why a dealer 
who will work hard and plan ahead 
cannot be outstandingly successful. He 
said there is no reason why they can’t 
make 1932 the biggest year in their 
history. His suggestion was to plan 
their work, to be an authority on mer- 
chandising hardware and to work hard. 

Mr. Gude’s talk was followed by 
Rivers Peterson, editor, Hardware Re- 


tailer, whose talk, “A Handy Road 
Map,” was a real business message. 

The Wednesday afternoon session 
was given over to a discussion of Public 
Utilities. E. B. Hauser, manager, 
Chandler Pump & Supply Co., Kansas 
City, Mo., in his address brought out 
the many unfair practices of utilities 
selling merchandise in competition with 
tax paying retail merchants. Mr. 
Hauser brought out many of the salient 
points of unfair practices, such as free 
lamp exchange, selling merchandise 
with “no down payment,” and paying 
for appliances on gas or electrical bills. 

At the close of Mr. Hauser’s address, 
a resolution was indorsed putting the 
Missouri Retail Hardware Association 
on record as indorsing the Fair Mer- 
chandising Assn. of Missouri in the 
work being done by them in sponsoring 
a bill prohibiting the utilities from 
selling merchandise. 

This was followed by talk of J. E. 
Woodmansee, treasurer and sales man- 
ager, Richards & Conover Hardware 
Co., Kansas City, Mo. He brought out 
many good sales points for dealers in 
the sale of gas and electrical appli- 
ances. 

At the closing session, Thursday 
afternoon, a splendid address was given 
by Rivers Peterson, “The Man Behind 
the Wheel.” At the close of this ad- 
dress, the dealers present, by a rising 
vote, declared that it was a master- 
piece and the best they had ever heard. 

The following officers were elected 
for the ensuing year: President, Victor 
Schwein, St. Joseph; vice-president, 
Ben Gude, St. Louis; secretary, F. X. 
Becherer, St. Louis, and treasurer, J. 
H. Dickbrader, Washington. 

The executive board is now composed 
of G. O. Busch, Union; Geo. C. Eberlin, 
Hermann; E. J. Creissen, St. Louis, 
William Bahn, Cape Girardeau; L. R. 
Holt, Fulton, and H. E. Brown, Tren- 


ton. 








The One Cent a Shell Tax 


Is Unfair to You and to Hunters. 


See Page 45 
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Virginia Dealers Held 13th Annual 


HE Virginia Retail Hardware As- 

sociation held its thirteenth an- 

nual convention and show in the 
Jefferson Hotel, Richmond, Va., on Feb. 
23 to 25 inclusive. Following the cus- 
tomary opening formalities, President 
J. T. Howard, Bristol, spoke on the 
subject of “The Road Ahead.” He de- 
scribed how it is possible for merchants 
to so chart the course of their business 
to avoid many obstacles. He also point- 
ed out that it was necessary to have all 
component units working together in 
harmony if best results were to be se- 
cured. 

The next speaker was C. G. Gilbert 
of Oregon, IIll., whose subject was “Free 
Wheeling.” Mr. Gilbert built his ad- 
dress around 1932 models. He pointed 
out the value of having 1932 model 
stores, using present day methods of 
displaying and merchandising goods. 
He brought in several “facts gleaned 
from a study of chain store methods, 
including the buying and saving psy- 
chology of men and women. 

Tuesday evening there was a special 
entertainment provided in exhibit hall 
from 8 to 10 o’clock. This year the 
exhibits were more attractive than ever. 

At the Wednesday session the theme 
was “Safety First” or “Utility Mer- 
chandising.” The principal address was 
made by Thomas L. Woodhouse of 
Norfolk, Va., who made an excellent 
talk with charts that could be easily 
followed. He also brought up the prob- 
lem of competition in sales by public 
utilities companies. A definite move- 
ment by merchants, he said, is now un- 
der way to encourage other companies 
to adopt the action of the Virginia Elec- 
tric & Power Company, or at least work 
out a selling arrangement on a more 
satisfactory basis. 

Thomas B. Howell, Richmond, read a 
letter from the Virginia Electric & 
Power Co., stating that it will discon- 
tinue on March 1 the sale of electric 
refrigerators, and lesser items in Rich- 
mond, Norfolk and Portsmouth. They 
will continue at present to sell electric 
ranges and water heaters. 

Following Mr. Woodhouse’s talk, B. 
Flourney Tillar, Emporia, enlarged on 
the sentiment expressed, bringing out 
many high spots in his talk, showing 
merchants how they are to be benefited. 

“A Handy Road Map” was the theme 
of Howard P. Albright, Albany, N. Y. 
He stressed the importance of effective 
planning of business operation, with 
particular regard to financing. 

“The Man Behind the Wheel” was 
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one of the outstanding talks of the con- 
vention and was delivered by Rivers 
Peterson, editor, Hardware Retailer. 
He brought out how the driver of a 
business has to be alert as to keeping 
in the road as to modern methods ot 
display, merchandising, buying and 
selling. 

The Thursday session theme was 
“Stepping on the Gas,” and the first 
speaker was H. Elton Pease, Chicago, 
who had “Hitting on All Eight” as his 
subject. This was a most vigorous talk 
in which he stressed the value of ad- 
vertising, stating that this was most 
important of all. He also said that the 
hardware merchant is letting other 
stores get their business by the lack 
of advertising. 

Following Mr. Pease’s address was 
one of great importance given by Riv- 
e1s Peterson on “Refueling.” In this 
address the importance of buying the 
right lines of merchandise at the right 
price and catering to the particular 
needs in your vicinity were stressed. He 
suggested to the merchants to make a 
survey of their stock, clean out unsal- 
able merchandise and replace with 
goods in demand today. 

The activities of purchasing associa- 
tions on a tax-exempt basis, the associ- 
ation declared unfair, in its resolutions. 
The members will ask the General As- 
sembly to pass the Neff bill. The asso- 
ciation also indorsed the proposed chain 
store tax. 

The following officers were elected 
for the ensuing year: H. A. Pleasants, 
Richmond, president; J. H. Luster, 
Blacksburg, vice-president; Thomas B. 
Howell, Richmond, secretary and treas- 
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urer; R. A. Frayser, Richmond, assist- 
ant secretary. 

The executive committee is composed 
of: B. F. Tillar, Emporia; W. W. 
Ware, Orange; J. R. Orgain, Alberta; 
R. W. Harris, Newport News; A. D. 
Starling, Danville; Herbert Hawkins, 
Harrisonburg. 

Members of the advisory board are: 
F. Hamilton Vass, Danville; W. N. 
Neff, Abingdon; J. T. Howard, Bristol. 





Senator Nye Explains Bills 
(From Our Washington Bureau) 

Making trade practice conferences 
of the Federal Trade Commission legal 
and enforcing them through Federal 
Trade Courts as a means of affording 
better protection of independent stores, 
plants and agriculture against chain 
organizations are purposes of three bills 
introduced by Senator Gerald P. Nye 
of North Dakota. 

“One could not have observed the 
decreasing numbers of independent in- 
dustries and establishments and _in- 
creasing strength of chains of late 
years without catching something of a 
vision of the future as relates to the 
independent merchant and manufactur- 
er,” said Senator Nye. 

He pointed out that the legislative 
program is based primarily on trade 
practice conferences. The object of 
such conferences, Senator Nye said, 
was to wipe out the unfair practice 
which has been restraining trade 
and injuring honest business. Under 
his program the legality of the rules 
resulting from the conferences would 
be made definite and certain. 
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HE twenty-ninth annual conven- 
tion of the Connecticut Hardware 


Association opposed the sales 
tax, endorsed the principles of the 
original Capper-Kelly Bill as long as 
its text is not amended and agreed to 
continue to meet with Public Utility 
Committees on common ground, yet 
with open eyes. Meetings took place 
at the Hotel Bond, Hartford, Conn., 
Feb. 17 and 18, terminating with the 
Nutmegger’s Party. Geo. Phelps, 
Thompsonville, led the singing. 

President Chas. R. Young, Windsor 
Locks, opened the convention Wednes- 
day afternoon with a brief message 
that covered the organization’s progress 
during the year. He told of his at- 
tendance at the Cleveland Congress 
with the secretary, and outlined the 
Connecticut association’s efforts to 
solve the Utilities competitive situation. 
Mr. Young was optimistic on the busi- 
ness outlook, largely because he felt 
that manufacturer’s and wholesaler’s 
were without surplus stocks and could 
be expected soon to require labor and 
materials which would start the ball 
rolling again. 

The genial and efficient Secretary 
Chas. F. Freeman, Branford, read the 
minutes of the 1931 convention, and 
reported on the ensuing year. He said 
the organization suffered a net loss of 
only 4 per cent in membership whereas 
many associations had lost as many as 
20 per cent. He, too, reviewed activities 
with Utility officials stating that the 
resolutions committee had a detailed 
report, and said he had tried the 
orange paper suggested by N.R.H.A. 
and found it all right for wrapping 
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but not satisfactory for letters. Treas- 
urer Herman W. Morse, Meriden, 


made his annual report on the finances. 

N.R.H.A. Vice-President Hugh F. 
McKnight, Pittsburgh, Pa., congratu- 
lated the association on its small mem- 
bership loss; urged greater participa- 
tion in N.R.H.A. activities and ex- 
plained the “Road to Profits” program 
used by most of the state associations 
this year, although it was not used at 
Connecticut. He told how in modern 
stores, sample doors on the right con- 
tained samples of merchandise stocked 
on the left and vice versa. Mr. 
McKnight stressed the importance of 
keeping a budget exercising stock con- 
trol and asked for more Connecticut 
participation in the annual survey of 
the National body. ; 

Prof. Albert Levitt, Reading, gave a 
very spirited talk on Public Utility 
Practices, quoting figures and facts 
that were intended to prove rather 
startling abuses of franchise privileges 
in the state. He charged the utilities 
with unfair stock selling that was often 
misleading, said there were evidences 
of undue political control by the light 
and power companies and that in rate 
making some purchases were more 
favored than others. 

A surprise feature concluded the 
session. The Nutmeggers put on the 
playlet “Let Er Go,” with the follow- 
ing members in the cast: Harry Neff, 
Wm. Schollhorn Co.; Harold F. Sulli- 
van, A. G. Spalding & Bros.; E. C. Sul- 
livan, L. L. Ellsworth & Co.; Chas. F. 
Gallager, Great States Lawn Mower 
Co., and Karl Martin, Minnesota Min- 
ing & Mfg. Co. Chas. J. Heale, Harp- 


wARE AGE, handled the announcing. 
Merritt Treat and Bob Seamon handled 
scenery and the curtain. 

At the annual banquet Wednesday 
night, Hon. Geo. J. Bassett. State Bank- 
ing Commissioner and New Haven 
hardware merchant, gave a very in- 
structive talk on the duties of his pub- 
lic office. He said the work of his de- 
partment was to support banks, that 
hoarded money stalls business progress, 
and that the feeling among bankers is 
100 per cent better than it was two 
months ago. Mr. Bassett was followed 
by Rev. E. Scott Farley, Sheffield, who 
gave an inspirational talk on the ac- 
ceptance instead of the evasion of 
responsibility. A vaudeville entertain- 
ment, then concluded the day’s activ- 
ities. 

Vice-Presidents W. L. Thorpe, North 
Haven and H. W. Seeley, Washington 
Depot, opened the Thursday morning 
session with a very lively question box 
discussion which kept the delegates 
busy until noon when the Dutch Treat 
Lunch, an annual feature was observed. 

At the close of the lunch Chas. J. 
Heale, managing editor, HARDWARE 
Acer, spoke on the future of the retail 
hardware business, urging particularly 
an appreciation of the importance of 
selling as the only function that actual- 
ly completed profit-making. He pre- 
dicted that successful dealers of the 
future will devote 90 per cent of their 
time and energies to selling and only 
10 per cent to buying and other ad- 
ministration details. Stating that the 
two basic problems of retailing were 
first to get sufficient people into the 
store and second to have the kind of 
a store where customers could be sold 
conveniently at good values and fair 
prices once they were inside Mr. Heale 
outlined factors such as location, stock 
assortment, training of help, prices, 
decent wages, proper lighting, etc. On 
each point he gave specific facts and 
figures based on sixteen years observa- 
tion of retail hardware problems. In 
closing, this speaker urged the associ- 
ation not to plunge headlong into re- 
solutions endorsing the Capper-Kelly 
Bill or any other legislation unless a 
detailed study were made of the facts. 
Too often, he said, a misleading de- 
scription suggesting anti-chain, or price 
maintenance was sufficient to stampede 
an endorsement entirely unwarranted. 
He suggested the Capper-Kelly Bill be 

(Continued on page 70) 
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Kleanbore sales increased in 1931 over 1930. The first two months of 1932 show an increase 
over the same months in 1931. More Kleanbore .22’s are sold than all other makes 
combined. 
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FACTS SPEAK LOUDER THAN WORDS. Notwithstanding the depression—the curtailed duck season—reducing of 
inventories, etc.—the following facts about the sales of Kleanbore shells and ammunition stand out: 

Sales of Kleanbore Metallic Ammunition—goods shipped and billed—increased 25% in 1931 over 1930. 

Sales of Kleanbore Shot Shells in 1931 showed an increase over 1930. 

Sales of Kleanbore .22 ammunition again were greater in 1931 than all other makes combined. 

Sales of Kleanbore Metallic Ammunition in January and February, 1932, were 50% more than in the same months in 1931. 
Sales of Kleanbore Shot Shells in January and February, 1932, were 25% greater than during the same months 1931. 


1. UNEQUALED consumer demand. 
PROVED dependability and superiority of product. 


. PRICES no higher than other makes. 
. PROFITS—you can ask and get better profits on Kleanbore 
ammunition. . 
. EASY TO SELL. Check up and you will see that sales of 
Kleanbore shells and ammunition 
are increasing while sales of 
a other brands “a decreasing. xf Planner 


President 
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SUBSTITUTION—Insist on your jobber supplying Kleanbore—carry one line— 
do not submit to substitutions. 









REMINGTON ARMS COMPANY, Inc.,25 Broadway, New York City 


Originators of Kleanbore Ammunition 
Manufacturers of Arms, Ammunition and Cutlery Telephone, Digby 4-2300 





© 1932 R. A. Co. 
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93° PROFIT 


on this Special 
EVER GREEN DEAL 


ORDER FROM 
YOUR JOBBER 
On 











VER Green sales jumped ahead 20% in 

1931. Thousands of hardware dealers 
made new money on this non-poisonous insec- 
ticide and increased their garden department 
profits. Here’s an insecticide that kills both 
chewing and sucking insects—and also kills 
ants—and it is so economical it gives you 
sure-fire repeat business. 


Take advantage of this special Ever Green 
deal. One small order and we give you 
FREE a complete kit of advertising material. 
This material will help you tie-up with our 
national advertising campaign over 25 leading 
radio stations and in the Saturday Evening 
Post, Better Homes and Gardens, and 20 other 
leading publications. 


Ever Green is the most extensively adver- 
tised plant insecticide in America. 30,271,043 
printed messages are telling your customers 
they can order Ever Green from their hard- 
ware dealer. Now’s the time to cash in on 
this powerful national advertising campaign. 
Mail the coupon below to order this Special 
Ever Green Deal. 


SPECIAL DEAL 


Special 
Deal Retail 
Price Price 
$5.40 $ 8.40 
2.00 


Regular 
rice 


2 doz. 35c Bottles Ever Green.$5.40 
2 One Dollar Pkgs. Ever Green.. 1.34 FREE 


Your profit is $5.00 on a $5.40 order. In 
addition, you receive acomplete kit of advertising 
material which includes: 


1 Large Window Strip (1 foot x 4 feet) 
2 Small Window Strips (7 inches x 21 inches) 


50 Authoritative booklets and folders on How 
and When to Spray. 


Special Pre-Season § 40 
Price to ALL Dealers e 
Good only until April 1st, 1932 

INCLUDES ALL FREE MATERIAL 


EVERGREEN 


KILLS ANTS AND GARDEN INSECTS 


$5.40 $10.40 





Macl non NOW! 


| McLaughlin Gormley King Co., Minneapolis 
| Please send me C.O.D. your Special Deal 
j only until April 1, 1932. sa one 


| My Firm Name........ 





| Address 








| . 
My Jobber’s Name Is... 
Ls 








Bjornstad Built for Greater 
Sales and Profits 


(Continued from page 39) 


« Just beyond the paint shelving 
is a wide arched entrance to an 
adjoining display room, 24 x 58 
feet. Here are displayed stoves, 
refrigerators, washers, wheel 
goods, with several comfortable 
chairs, making the sales of these 
higher unit items easier away 
from the interruptions of the 
main store. 

Back of the entrance to the 
storeroom, in the main store- 
room, open shelving runs to the 
rear wall. This houses the 
staple houseware items and is lo- 
cated where it is mainly to bring 
women customers down past the 
stove and washer display. 

The center of the store is given 
over to display tables, separated 
from the wall fixtures by 6-foot 
aisles. These tables are all 32 
inches deep and 84 inches long, 
and are of pedestal type with 
ledge at the base for the display 
of larger merchandise. They 
are arranged in two batteries, 
with a 6-foot aisle between. Im- 
pulse merchandise is displayed 
on the tables in the front and de- 
mand merchandise to the rear. 
It is planned to devote the table 
displays to seasonable items, 
changing the merchandise fre- 
quently. The only exceptions 
are two tables devoted to perma- 
nent displays of merchandise 
which have been found to show a 


steady and profitable year- 
around sale—laundry and clean- 
ing supplies and electrical instal- 
lation material. 

The cash register and wrap- 
ping counter is located at the 
rear of the second battery of 
tables, causing the customer to 
pass all the tables to receive his 
change and purchase. Opposite 
the wrapping counter is a slightly 
raised platform for the display of 
the bulkier houseware items, 
tubs, hampers, boilers and the 
like. 

Two features in the general 
appearance of the Bjornstad 
store are outstanding—first, the 
large proportion of space de- 
voted to the display of merchan- 
dise appealing to women cus- 
tomers, fully two-thirds of the en- 
tire store. Second is the bril- 
liant lighting—there are 16 large 
overhead lights, each open case 
is illuminated and _ concealed 
lamps every four feet light the 
ledge displays under the panel 
doors. The fixtures were made 
and installed by Lyon Metal 
Products Co., Aurora, Ill. 

It is a store arranged for sales 
and profits and it has already 
demonstrated that the investment 
in stock can be reduced just 25 
per cent from that in the old 
store without sacrificing sales 
volume. 





Character 


(Continued from page 44) 


the benefit of their knowledge, 
have worked off on these invest- 
ors, stocks and bonds of question- 
able character with which their 
portfolios were overloaded. Hun- 
dreds of individual cases of this 
nature could be given. I know, for 
instance, and there is nothing un- 
usual about this case, that an 


elderly man, having slowly ac- 
cumulated a competence, went to 
a banker and asked advice in re- 
gard to investing his fortune. He 
was not only advised to buy cer- 
tain stocks, but he was also ad- 
vised to buy more of these stocks 
than he could pay for with the 
money he had on hand. He was 
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told he could borrow money from 
the bank to buy more, with the 
total amount of stock bought as 
collateral. What happened? 
When the crash came, this banker 
called for additional collateral. 
This elderly man, not only could 
not pay up, but in the final set- 
tlement, lost not only every dol- 
lar he had spent a lifetime in 
accumulating, but also lost the 
house over his head. It does not 
take a great deal of imagination 
to figure out what this gentleman 
thinks of banks. 

In this morning’s paper, I no- 
tice where one of the leading 
banks in New York City adver- 
tises that they do not sell securi- 
ties. They say they do nothing but 
a straight banking business. This 
advertisement by a leading bank 
indicates clearly the drift of the 
times. As a matter of fact, 
straight banking concerns should 
not sell securities. Their custom- 
ers, those who have faith in the 
character of the men at the head 
of the bank, are the only people 
to whom they can sell securities. 
And when these banks buy securi- 
ties, they have them on hand. 
Their buyers of securities may 
not be infallible. The banks them- 
selves may be stuck with the se- 
curities they have bought or taken 
part in floating. And when it 
comes to the last analysis, these 
banks must get rid of these poor 
securities, and, as a matter of 
fact, their only method of dis- 
posing of them is to unload them 
on their customers, who buy 
without careful study of the value 
of the securities simply because 
of their faith in the directors and 
officials of the bank. 

It has been this general break- 
ing down of character, in order to 
make large profits, that has led 
to runs on banks, and the failure 
of banks all over the country. 
The resulting lack of confidence 
in all securities on the part of the 
people, more than short selling, 
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has led to the decrease in the 
value of good as well as bad se- 
curities all down the line. There- 
fore, in this time of depression, 
it seems to the writer, that what 
we have lost, more than money, 
more than the reduction of values, 
is faith in the character of many 
of our leaders. Nothing, in my 
judgment, will restore prosperity 
until this confidence in character 
is restored. It therefore follows, 
as a lesson from the life of 
George Washington, that the main 
problem this country is faced 
with now is to develop, in law, in 
Federal, State and City govern- 
ment, in business and in banking, 
those old-fashioned virtues of 
honesty and loyalty to obligations 
that led to the character that com- 
manded the continued respect and 
confidence of friends, neighbors 
and fellow-citizens. 

To bring about this result, 
what this nation needs, is a sense 
of profound indignation at those 
culprits, who in seeking to get 
rich quickly, have sacrificed all 
respect for national character. In 
the days of Bunker Hill, there 
were real indignations. In the 
days when the Declaration of In- 
dependence was signed, there 
were men who were willing to 
sacrifice not only their fortunes, 
but their lives, for a principle. 
These men were animated by a 
profound indignation at injustice. 

The striking thing about the 
present situation, where all the 
things that I have written about 
and more than I have written, are 
apparent to the nation, is that 
there seems to be so little resent- 
ment and indignation at the class 
of men and the system that has 
brought our country to its present 
condition. Have the American 
people lost their sense of indig- 
nation? Have we all become such 
“good politicians” that we are 
willing to stand for anything in 
government, in finance and in 

(Continued on page 72) 
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Y% Dozen “Secret Service” 


/ One cut-open “Secret Service” Pad- 
fre lock on beautiful steel counter stand 


background 


with four-color displa 
t Service” 


ture that made it a gold medal winner. 


Not for resale, but a magnet for interest and 
an uns 


/ Master’s newest achievement—one 
fre solid brass “Secret Service” No. 2 


demonstrator. 


(retailing for $2). The last word in pad- 


lock strength, weather-proofing and glisteni 
beauty. Genes mk 


on steel counter 
g2%~ with brilliant four color back- 
ground (No. 2 above). 
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Free—One only solid brass 
aaa’... «PRE 69200 
ae only, Sn yon (Demon 
display otand 1... : ; FREE _ strator) 
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MASTER LOCK COMPANY, Milwaukee, Wis. 
World’s Largest Exclusive Padlock Manufacturers 

















Ask your Jobber Sor MASTER 
| Gold Medal Special ne4 
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Conneeticut Convention 


(Continued from page 66) 


endorsed strictly in its original form 
and that any resolution contain the 
rider that the Connecticut dealers op- 
posed the measure if it were amended 
with any nullifying exemptions or 
clauses such as had been the practice 
with this bill for many years. 

The next speaker was Louis 
Moiselle, Berger Mfg. Co., Canton, 
Ohio, who with the aid of very graphic 
charts gave an instructive talk on store 
arrangement and its place in modern 
merchandising. Mr. Moiselle showed 
and explained typical good and bad 
store plans for stores of several sizes 
and shapes, giving estimated costs for 
fixtures, sampling, etc. He cited many 
cases of increased sales volume and 
greater profits in modernized stores 
and answered many questions. 

Leslie E. Jacobs, Auburn, Me., pres- 
ident New England Retail Hardware 
Association brought the greeting of 
that body and gave a short talk on 
business conditions and methods. He 
was particularly friendly to salesmen 
and said he always found time spent 
with them well invested. Mr. Jacobs 
called by name some of the Nutmeg- 
gers present and said they were always 
bringing him useful information and 
ideas. He called personality the great- 
est single asset of any business man 
and said that as prosperity had fol- 
lowed all previous depressions there 
were no reasons why the same trend 
should not be experienced again very 
soon. 

Stating that his position and view- 
point in the selling of appliances by 
utilities were non-partisan, Geo. Jac- 
quet, Society for Electrical Develop- 
ment, talked on better merchandising 
of gas and electrical appliances. He 
said it was too bad hardware dealers 
didn’t take advantage of what utilities 
have learned at great cost in the dis- 
tribution of such equipment and urged 
among other things that electrical 
merchandise be concentrated into one 
department and not scattered about 
the store as he had seen it too often. 

In reporting for the resolutions com- 
mittee Chairman Alfred Rosenberg, 
Rockville, read a very stirring tribute 
to the memory of the late James 
Phelps, former president and first sec- 
retary of the organization. A lengthy 
and very explanatory resolution was 
also passed expressing appreciation for 
the work of the officers in connection 
with utilities relations. This also called 
for continued study with the light and 
power companies with the very definite 
understanding that in seeking common 
ground and equitable agreements Con- 
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necticut dealers were not disposed to 
sign away their future right to fight for 
legislative or other relief. Endosement 
was made of the principle of price 
maintenance as provided in the original 
Capper-Kelly Bill with the stipulation 
that this: endorsement was withdrawn 
if this original text were amended and 
the bill made inadequate as suggested 
by Mr. Heale. 

Allyn Fuller, Canaan, as chairman 
of the suggestions committee received 
approval of six suggestions. These 
were (1) that the 1933 convention be 
held at the Hotel Barnum, Bridgeport, 
(2) that the president appoint a legis- 
lative committee to study before en- 
dorsement legislation affecting retail- 
ers, specifically on utility competition 
and price maintenance. (3) that all 
members support the work of their 
fellow member Bank Commissioner 
Bassett. (4) that Mr. Bassett receive a 
copy of this approval. (5) that more 
thought be given by members to the de- 





velopment of boys to be the future hard- 


ware men. (6) that dealers take seri- 
ously the idea of giving 90 per cent of 
effort to selling. Points two, five and 
six had been urged by Mr. Heale. 

Earle Seamon, chairman of the nomi- 
nating committee, reported and the fol- 
lowing officers were elected: Wm. L. 
Thorpe, North Haven, president; Mer- 
ritt Treat, Hartford, and Nelson A. 
Daniels, Willimantic, vice-presidents. 
Secretary Freeman and_ Treasurer 
Morse were reelected. Directors for one 
year: Everett Jones, Hartford; C. W. 
Harrison, Milford; Donald Warner, 
New Haven, and H. W. Seeley, Wash- 
ington Depot. Directors for two years, 
J. W. Silliman, New Canaan; G. H. 
Marvin, New Haven; Geo. Stuart, 
Thompsonville, and H. S. Hitchcock, 
Woodbury. Directors for three years, 
Lester Hayward, Middletown; H. L. 
Blakeslee, Thomaston; Geo. W. 
Stevens, Stafford Springs, and Burton 
Morrison, Torrington. 

The final feature was the annual 
Nutmegger banquet and entertainment 
attended by about 160 dealers and 
salesmen. 





Hardware Age Talkerticket for March 


(Continued from page 54) 


This is the most satisfactory 
way for the average man to do 
his lettering. 

In the April 14 issue of Harp- 
waRE AcE there will be another 
talkerticket together with sugges- 
tions for copy writing and color 
scheme. These tickets are winning 
favor with window trimmers be- 
cause of their genuine effective- 
ness. The repetition of a design 
in a pleasing color scheme 
throughout a window has a strong 
power of attraction and real sell- 
ing value. Used in conjunction 
with our original window display 
suggestions, they are doubly ef- 
fective. The artist-display man 
provides a place for the tickets 
in keeping with the plan of the 
trim. 

Keep these articles each month, 
so that when the series is com- 
plete, you will have a set of 
ticket designs that can be rotated 


throughout the year. Their color 


schemes are all worked out to fit 
correctly into the needs of the 
seasons. 





Nutmeggers’ Party 


Following the happy custom of 
many years the annual banquet and 
party of The Nutmeggers brought 
the Connecticut Hardware Associa- 
tion convention to a close on Thurs- 
day night, Feb. 18. Retiring pres- 
ident Karl M. Martin was toastmas- 
ter and Chas. Gallaher assisted by 
Ike Alkon had charge of the enter- 
tainment features. About 160 deal- 
ers and salesmen were present. 
Guests at the head table were: Les- 
lie Jacobs, president New England 
Association: Hugh F. McKnight, 
N. R. H. A., vice-president; H. R. 
Conner, secretary, (N. Y.) Hardware 
Boosters, the retiring and incoming 
officers of the Connecticut Associa- 
tion and the same officials of The 
Nutmeggers. A fine set of golf clubs 
was presented to retiring president 
Martin, whose alleged claim of 
“shooting about 100” is not gener- 
ally accepted. 
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The Cent-a-Shell Tax 


(Continued from page 45) 


wrong in principle and true to the precedent estab- 
lished by similar legislation would defeat its own 
avowed intent. 

Evidence is growing to confirm the belief that the 
need for an emergency relief legislation to offset 
the effect of droughts on the duck supply has been 
overemphasized. As one example, the following 
extracts from a recent release issued by the Bureau 
of Biological Survey indicate that sponsors of this 
measure are unduly perturbed over ‘the waterfowl 
situation: 

“There is reason, however, to believe, the Bio- 
logical Survey stated, that the emergency regula- 
tions which shortened the 1931 hunting period were 
generally respected by American gunners. This 
restraint, combined with the mild season, tending 
to retard southward migrations and offering little 
good hunting weather, has effected a considerable 
saving of ducks which will be able to return to the 
nesting grounds in the spring. The numbers of 
geese have been more nearly normal than those of 
ducks. 

“If there is a favorable 1932 nesting season, the 
bureau suggests, the condition of the waterfowl may 
be sufficiently improved to warrant some extension 
of the hunting privileges next fall. The bureau is 
continuing its investigations and in the spring will 
send biologists to important northern breeding 
grounds to investigate conditions and obtain fur- 
ther information to assist officials in determining the 
regulatory policy.” 

It is definitely known that the bill will be pre- 
sented to Congress under the sponsorship of well- 
organized interests, and we should be quick to reg- 
ister vigorous objections. Explain to hunters the 
injustice it would work on shooters who never hunt 
ducks. Point out to farmers that the measure would 
force them to pay a cent-a-shell tax on every shot 
fired at predatory birds and animals. Most impor- 
tant of all is that everyone advise their United States 
Senators and their Representatives to vote against 
the proposal. If we do not immediately remonstrate, 
enactment of the bill into law is more than a mere 
possibility. 


Stern-Brown Hot Plate 75 


Listing at $1, has four legs. Operates on A.C. or D.C., 
110-115 volts. Made of heavy steel, with genuine Ni-chrome 
wire and elements embedded in high-grade porcelain bricks. 
No. 75E, enameled, green, black or blue; No. 75N, polished 
nickel plated. Dimensions, 1034 in. diameter, 4 in. high. 
Each stove in a carton. Weight, 2% lb. Stern-Brown, Inc., 
257 W. 17th St., New York City. ‘ 
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GRIFFIN BRACKETS 














GRIFFIN Brackets are offered in types, styles 
and finishes to meet the varied uses to 
which these hardware items are applied 
both commercially and in the home 


The new No. 348 Girder Type Shelf Bracket (top 
illustration) combines neat appearance with the 
strongest shelf bracket made today. It has no 
braces to hinder using entire shelf space below. 


(GRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 Purcnase Sr. 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Market St. 
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business is good. 





Dazey Churns 





Recommend DAZEY CHURNS 
for mixing PAINTS, LACQUERS 
and PASTE—A NEW FIELD! 












Here is one of the timeliest hardware items for shelf and counter display now. 
Home buttermaking is increasing as a result of low butterfat prices. DAZEY 
churns in sizes to suit everyone’s need, from 2 quart to 10 gallon, carry the 
endorsement of Good Housekeeping Institute, State Agricultural Colleges and 
Scientific Buttermakers everywhere. Display several different sizes! The DAZEY 
has been the leading churn for years and has always been sold through legitimate 
. jobbers and dealers, Share in the increased demand for electrically operated 
Dazey Churns following the extension of high lines into rural districts. This 








Dazey Sharpit 


removable, reversible clamp. 





DAZEY CHURN and MANUFACTURING CO. 


Sold only through 
jobbers and dealers 


ST. LOUIS 


All-purpose household Sharp- 
ener. Requires no skill. The 
original Sharpener of its type. 
Patented grinding wheels. At- 
tractively finished in rust-proof 
electro plating. Furnished with 





ey 





ON THE OUTSIDE 
LOOKING IN— 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 
camp axe. 

The commuter, the farmer, the house- 
wife, all who pass your windows judge 
you and your merchandise by your 
window displays. 

“Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 
Don’t neglect your best invitation to 
new and increased business. 
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Character | 


(Continued from page 69) 


business, just so long as “we get 
ours,” or because of the fear that 
if we express our indignation we 
may have to suffer the conse- 
quences for having the temerity 
to express our convictions? 

Since dictating the above re- 
marks on the subject of many 
of our bankers, and I wish 
it clearly understood I do not 
state that what I have to say is 
true of all bankers, I have seen 
an article in this morning’s paper 
written by Henry Ford, in which 
he states we must put an end to 
“boy banking.” That is a good 
way to express it. 

A veteran banker today said to 
me in discussing this subject: 
“What do they expect with all 
these mushroom banks which 
started all over the country. Chief 
clerks and accountants, who knew 
little or nothing about banking, 
were put in charge of banks.” 
This class, I presume, are the 
“boy bankers” to whom Mr. Ford 
refers. 

It will not be out of place in 
this article to refer to the time 
when the older Mr. Morgan was 
a witness before a Committee in 
Washington. He was asked upon 
what basis his firm loaned 
money? Mr. Morgan replied that 
frequently they made loans based 
entirely upon the character of 
borrower, regardless of the col- 
lateral he had to offer. It would 
therefore seem that one of the 
greatest bankers of the last gen- 
eration knew from experience the 
value of character. 


Spray Irrigation Tests 

The United States Department of Agri- 
culture, Washington, D. C., has issued cir- 
cular 195 describing tests of spray irriga- 
tion equipment. The pamphlet prepared 
under F. E. Staebner, associate drainage 
engineer, Bureau of Agricultural Engineer- 
ing, tells of tests made on the Arlington 
Experiment Farm, Rosslyn, Va. It contains 
data as to the procedure followed, tells 
how the apparatus was set up and sum- 
marizes the findings. 
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Ecolite 40-UV Lantern Listing at $4.50 


Is a portable electric model, 
passed by the Underwriters’ Labor- 
atories for use in hazardous loca- 
tions, says Economy Electric Lan- 
tern Co., Inc., 325 W. Huron St., 
Chicago, Il]. Positive safety is ob- 
tained by a simple arrangement by 
which removal or breaking of lens 
immediately opens the circuit, elim- 
inating any possibility of ignition 
from lamp filament, says the maker. 
Spark-proof base, wireless switch, 
safety finish are other features of this model. 








Century Boats with 
Air Cushion Bottom 


Offered in twenty models, list- 
ing from $98.50 to $2,185. De luxe 
inboard runabouts from 16 to 22 
ft., inboard race boats in 125 cu. 
in. and class A runabout classifi- 
cations, utility inboards, outboard 
runabouts, outboard utility models 
and a small sailing craft are of- 
fered as well as outboard race 
boats. Air-cushion, hydraulic ac- 
tion bottom principle, Philippine 
mahogany and selected Northern 
oak are features of these boats. 
New models: Cyclone outboard racing hydroplane, Waltonian, 
13 ft. outboard utility boat, list $98.50, and Sea Maid 49, six 
passenger inboard runabout, employing new stern drive, list 
$1,295. Century Boats, Inc., Mainistee, Mich. 








Nifty Sifter 

For sprinkling pies. 
doughnuts, etc., with pow-_ 
dered sugar, for sprinkling 
grated cheese, flour, bread 
crumbs, etc. By _ pressing 
handles together, flour, 
sugar, etc., may be scooped 
up. Nisse Carlson Co., 
Rockford, IIl., states that it 
is rust proof. List price 35c. 
Dealer cost, $2.52 per doz. 
in display’ carton of 12; 
$30.24 per gross. To 
sprinkle, press handles together. 








“Super-Detroit”’ 
Power Lawn Mower 


Has a greatly enlarged 
power plant, with 2 hp 
motor. “Twist of the wrist” 
guiding allows the operator 
to make short turns bv 
merely turning right or left 
handle grip. Mechanical 
governor enables operator 

. to hold the Moto-Mower 
automatically at any set speed between 1800 and 2400 r.p.m 
Cuts 27 in. swath. Two types of sulky riders available with 
this motor: one with motorcycle type pneumatic rubber tires. 
the other with cast iron wheels. Rubber-tired wheels, weed 
cropper and grass catcher optional equipment with this 
model. Moto-Mower Co., Detroit, Mich. 
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State, Indiana, Pennsylvania 


82 South St., New York City 
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Open Territory in New Jersey, New York 


























Order The RIP Sprinkler— 


To Be 
Stuck 
into 
Ground 
Spike 
Model 
$1.00 





“The Master Rainmaker” 


From Your Jobber 


and be sure you get it. There is no 
substitute. The RIP waters in ‘‘Nature’s 
way’’—delivers perfect RAINDROPS—a 
50 ft. diameter circle of them on 50 Ibs. 
pressure. Operates on as LOW as 5 Ibs. 
pressure. Fastest selling Sprinkler ever 
invented. One Dealer sold 1,024 RIP 
Sprinklers in six weeks. 


RETAIL PRICE: 
$1.00 


Series or Golf Model, $1.25. 
Pipe or Irrigation Model, $1.00. 
Sold only on a Money Back Guarantee. If your 
Jobber cannot supply you, write us. Not sold 
to chain stores or mail order houses. 


Series 
Model 
$1.25 


The R.1.P. Company 


637 Florida Ave. 


Jacksonville, Fla. 
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ACCO No. 8 Sash Chain 
Demonstrating Card 


Has mounted on it an actual 
window pulley and piece of the 
chain and fixtures. [Illustration 
shows method of attaching chain 
to sash and weight. Card is 10 
in. wide and 14 in. high, attrac- 
tively finished in orange and 
black. Furnished free to dealers 
by American Chain Co., Inc., 
Bridgeport, Conn. 





Automatic Repeating 
Cross Bow 


Shoots ar- 
rows in succes- 
sion as rapidly 
as the  oper- 
ating lever is 
worked. Stand- 
ard rubber 
tipped pencils 
used as arrows. 
Bow is finished in bright red and aluminum. List price $1.00. 
Weser Bros., Inc., New York City. Eastern distributor, as far 
as St. Louis, Mo., A. V. Hoest & Co., 45 E. 17 St., New 
York City. Southern distributor, Frederick A. Jones, At- 
lanta, Ga. 





Westinghouse Sign Lamp S-11 

The Westinghouse Lamp Co., 150 Broadway, N. Y., an- 
nounces a new 6-watt, S-11, Mazda sign-lighting lamp, de- 
signed for 110, 115 and 120-volt service. 
and inside coated bulbs of a variety of colors. 
Mazda sign lamp, which is an $11 bulb with a 6-watt fila- 
ment, is not intended to replace the 10-watt size, but instead 
is intended to supplement it. 


ee 


Marble’s Match Box 
Display Carton 

Contains six Marble’s water- 
proof match boxes, individu- 
ally packed. Display carton is 
attractively made, showing 
campfire scene. Marble Arms 
& Mfg. Co., Gladstone, Mich. 








Aristocrat English 
Garden Tools 


Have red lac- 
quered blades, white 
ash handles, smooth 
sanded, shellac wax 
finished and ribbed 
for added strength. 
Packed in cartons of 
twelve. List price 
50c. each. Dealer cost $4 per dozen pieces. Hoe No. 700 has 
48-in. handle, spring type, swedged edge and blade 414 in. 





SaaS SSD 
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Available in cleat! 
The 6-watt: 





wide, 3% in. deep, 16-gage steel. Spade No. 900 has 13-gage 
steel blade, 514 in. wide, 74% in. long. Handle 30 in. long, 
ladies’ “D” handle, swedged edge. Rake No. 800 has eight 
strongly formed teeth, 12-gage steel. Head depth 3 in., 
width 744 in. Handle 48 in. long, spring type. Aristocrat 
3 piece set No. 789 consists of the hoe, rake and spade, 
packed in cartons of six sets. The Akron-Selle Co., Akron, 


Ohio. 


Power Head 


For. use in home, 
garage, shop and 
school. Machine reg- 
ularly equipped with 
4 or 5-in. vitrified 
abrasive wheels, or 
with buffing, polish- 
ing and wire wheels 





substituted when desired. Wide bearings, self-closing oil cups, 
double tool rests and flat or V belt accommodations are fea- 
tures. Lists at $2; equipped with two 4in. wheels, list, 
$3.25; with two 5-in. wheels, list, $4. Modern Grinder Mfg. 


Co., Milwaukee, Wis. 


Gold Strand Insect 
Screen Cloth in Carton; 
Has Measuring Tape 
American Wire Fabrics 
Corp., 41 E. 42 St., New York 
City, is packing Gold Strand 
insect screen cloth in a card- - 
board covered box. Rolled in 
the cloth is a measuring tape 
accurately calibrated in feet 
and inches from zero to one 
hundred feet, the measure of the roll. Hundred foot mark 
is at end of roll first to be seen when package is opened. 
When stock is returned to shelf, opened end is to wall with 
identification on bottom of carton showing dealer width and 
kind of fabric in carton, protecting contents and properly 
identifying them. Measuring tape serves as an identification 
and is cut with the screen cloth, thus keeping a perpetual 
inventory. Tape may be used conveniently for tying package 
when cloth is sold, serving to give customer accurate record 
of his purchase. E 





Kleen Sweep Lawn Rakes 
Now Have “Swell Front”’ 


A curved part, 
which tends to 
throw all the ma- 
terial toward the 
center while rak- 
ing. A large han- 
dle is now on used 
and all rakes are 
packed in cartons 
of one dozen. 
Handles are 
wrapped individu- 
ally with paper 
wrappers. Rugg 
Mfg. Co., Green- 
field, Mass. 








AN 


HARDWARE AGE 























Allith Forty-Ninety Garage Door Hardware 


Combines economy, ease of operation and quick salability 


free. 


to spare. 


using tools. 


prices. 





Brace angles maintain door sections in a perfect one 
piece unit. Interior = shows hardware installa- 
jon. 


Allith-Prouty Company 


Danville 


in set of hardware. 
be locked or unlocked, opened or 
closed—from either inside or out. 
Two-car garages without center 
pier can be readily equipped, as 
Allith 40-90 will carry a single- 
piece 16 foot door, as readily as 
an 8 foot door. ‘ 

signed weights permit adjusting 
counter-balances quickly without 


Write today for 


Allith 40-90 offers every garage owner the most desirable door action at a 
price he can afford. Offers dealers new profit opportunities. i 
converts folding-sliding or swinging doors into a one-piece, weather-tight, 
overhead door, that opens readily in any weather and is absolutely trouble- 
Perfect performance is assured by counter-balance—no springs. 


The open door gives full and complete side clearance of opening, and with 
back bumpers of car almost touching the closed door (illustration below). 
Door will open or close, clearing 
all present-day cars with space 
Cylinder lock included 


It quickly 


Door may 


Specially de- 


details and 





Door half-way up, 
note perfect balance, 
and adequate clear- 


ance at all points. 





Illinois 








OUT OF SIGHT — 
AND OUT OF MIND— 


Display . . . display . . . display 
.. . and still more display. 
What is out of sight is largely 
out of mind. Let your stock 
do its own measure of selling. 
There is a continual stream of 
articles in HARDWARE AGE 
to aid you in effective window 
and counter displays. 


Keep in Step With This Modern Trend 





























SELL... 
FENCE 


Tue Stewart line of Iron and Chain Link Fences are na- 
tionally known and accepted—distinguished by their high 


quality. 
We have a plan to offer that insures the sale of our products. 
Our message of profit for you will be sent upon request. 


; IRON 
and 

Stew r win 

ENCES 


THE STEWART IRON WORKS CO., Inc. 


814 Stewart Block 
Cincinnati, Ohio 


CHAIN LINK FENCE 





























IRON PICKET FENCE 
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“The Early American” 
Drip Coffee Pot 


Designed after an authentic 
early American beverage pot, 
says the Aluminum Cooking 
Utensil Co., New Kensington, 
Pa. Handles and knob of this 
“Wear-Ever” drip coffee pot are 
of Bakelite. Suggested retail 
selling price, $2.95 in the East, 
and $3.30 in the Far West. 








Round Oak Range 
For Small Kitchen 


Is available in three models, the 
models with A in serial numbers be- 
ing without broiler, the ones with B 
serial numbers having broilers. Stand- 
ard equipment includes “X” Rutz light- 
er for top burners. Finishes on A and 
B as follows: 4109, marbleized porce- 
lain; 4124, all ivory porcelain, and 
4107, ivory and green porcelain. Insu- 
lated oven, regulator, Sta-Lit lighter are available on all A 
models. The same features, except the regulator, may be had 
on the B ranges. Overall height, 3534 in.; floor space, 21 by 
27 in.; cooking top, 19% x 20% in.; baking oven, 16 x 18 
x 12 in. Round Oak Furnace Co., Dowagiac, Mich. 








Retaining Rings 


Retaining Rings or “artificial shoulders” are now produced 
by the National Lock Washer Co., Newark, N. J., in standard 
stock sizes for shafts from 3/16 in. to 114 in. diameter. De- 
signers of machinery, electrical units, conveyors, vehicles, etc., 
have used Retaining Rings for years, but can now avail 
themselves of stock sizes with a wide range from which to 
select. Each shaft size carries three sections—light, medium 
and heavy—both square and round shapes, open and closed 
types. Fabricated and heat treated with the same require- 
ments as employed in the production of National lock wash- 
ers of all types. Complete data is available for engineering 
drafting room reference. 





Rixson No. 100 
Concealed Overhead 
Door Check 


Designed for ap- 
plication to usual 
type of metal interior 
is also adaptable for 
average wood door. 
Nothing is exposed 
on either side of 
closed door. Applic- 
able to all average 
hollow metal doors 
of 114 in. or greater 
in thickness, or with 
pocket space 1% in. 
by 3% in. within head 
and hinge stiles; as 
well as on wood 
doors by use of two 
side plates. Stiles 
should be 134 x 4% in. or: greater. Sufficient power within 
itself to control any average size door under normal draft 
conditions. Checking stroke fully controlled from 90 deg. to 
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tight closing. Two valves, one for closing speed from 90 deg. 
to 20 deg., the other for closing the very important final 
20 deg. Regular non-handed arm permits opening to 150 deg. 
as reveal allows. Special handed arm allows opening to 180 
deg. Adaptable to center pivoted doors, bank gates, etc., by 
means of special arms and pivots. The Oscar C. Rixson 
Co., 4450 Carroll Ave., Chicago, Ill. Literature and specifica- 
tions upon request. 





Gottschalk’s Metal Sponge 
Now Twice Its Former Size 


Packed in cellophane, window 
envelope, and made from the same 
quality special bronze alloy, as the 4}. 
former size. It is spun from one 
continuous piece of special bronze 
alloy and will not rust, scratch or 
sliver, says Metal Sponge Sales” 
Corp., Lehigh Ave. and Mascher St., 
Philadelphia. List price 10c. Coun- 
ter and window display material available, free of charge. 












Clarke Dreadnaught 6 
Lightweight Sander 


Is a portable machine, weighing 
48 lbs. Clarke Sanding Machine 
Co., Muskegon, Mich., states that it 
will sand from 800 to 1600 ft. of 
floor in eight hr. Operates from an 
ordinary electric outlet. May be 
used to sand right up to quarter 
rounds, because of 
size and design. Im- 
provements have 
been made in the 
method of inserting 
new paper. Drum 
opening is extra 
large _ permitting 
easy access. Only 
three screws need be loosened for replacement of sheets. 
Offered to dealers who will carry one or more of the machines 
in stock for the purpose of renting them out to home 
owners, etc. 













Chromium Plated 
Union Clothes Dryer 


Has folding fea- 
tu res permitting 
storage in small 
space flat against 
wall -or behind a 
door. Dryer will 
stand firmly erect 
even when folded, 
so that it can be 
placed close beside 
a radiator for quick 
drying. Open, dryer 
occupies space 23 x 
24 x 33 in. Folded, 
dimensions are 24 
x 7 x 35 in. high. 
Shipping weight approximately 100 lb. per doz. Enamel 
model was described in Nov. 5 issue of Harpware AGE, page 
53. No splinters can snag garments, says Union Steel Products 
Co., Albion, Mich. Suggested retail price, $1.75. 
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One-Third The new Diamalloy Featherweight Adjustable 
Wrench is twice as strong yet a third thinner 
. TH | NNER than the standard pattern. Made of newly de- 

veloped alloy steel of remarkable strength. 
Fits where other wrenches will not. Withstands 


STRONGER sri, Thon emacs. Write tor 
DIAMOND CALK HORSESHOE CO. 


4622 Grand Avenue, Duluth, Minnesota 











DIAMALLOY 











SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) « an OO). 9D) 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There 
OTHER BRAIDED CORDS: COTTON TWINES 


IS a Difference in Sash Cord”’ 


Send for catalogue, samples and selling information 








REVOLVERS 
SHOTGUNS 


TRADE 


M 
co. 
MARK 
Send for catalog 


Harrington & Richardson Arms Company 
Worcester, Mass., U. S. A. 








Makes a Permanent Metal Contact 


It is easy to sell Rubyfluid Combina- 
tion Soldering and Tinning Flux, be- 
cause it best serves both purposes. 
Used as a soldering flux 


> 





acts quickly and makes a permanent 
metal contact. Does not tarnish, rust 
or corrode metal. Used as a tinning 
flux Rubyfluid does a good job quick- 
ly without rubbing. 


Send for FREE sample and prices. 


RUBY CHEMICAL CO. 
68 McDowell St., Columbus, Ohio 


AAAAAAAAA 
AAAAAAAAAA 













Made by specialists— 
Preferred by users. 


MARSHALLTOWN 
IOWA 


MARSHALLTOWN TROWEL CO. 

















Shop Use, Home Use, Farm Use 


Sell COES Knife-Handle Wrench for ALL 
these uses. It will “Make good” every time. 
Seven sizes: 6 to 21 inches. Ask your jobber. 


BEMIS & CALL CO. 


Springfield Mass. 
















Most imitated nozzle on 
the market—that’s the 
Boston Nozzle. Never 
equalled in quality. 
Simple. Substantial. 
Fastest seller anywhere. 
Each nozzle packed in 
wg carton. 12 car- 
tons in full a 
lithographed dis- 
play packages. 
THE 


BOSTON 
NOZZLE 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 














BOSTON NOZZLI 


BOSTON WOVEN HO & RUBBER ( 
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HAVE YOU SEEN THE NEW 


10 Ounce Peerless Handcuff? 
on the market MARCH Ist 


WE! 





YOUR POLICE DEPARTMENT WILL BE INTERESTED. 


PEERLESS HANDCUFF COMPANY 
Springfield, Mass. 


Pacific Coast Representatives: 
McDonald & Linforth, Call Building, San Francisco, Cal. 
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CLASSIFIED OPPORTUNITIES 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 

Advertisements from pleyed pted free of charge; inserted in two 

consecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 





BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Lines........2++eseeeccescecssces $3.00 
l-Inch Box Display......seseecccecccsseserecesesssssscsece $5.00 
Four Consecutive Insertions, of Box Displays—10 Per Cent Discount 








BUILDERS HARDWARE SALESMAN with twenty-five years’ ex- 
perience desires permanent connection. Located in Central New York at 
present. Worked 12 years with one concern and operated own business for 
nine years. Familiar with Corbin, Russwin, and Yale lines. Accurate in 
take-off of blue-prints. Can furnish best of references from leading archi- 
tects and contractors of city in which now located. 41 years old and 
married. Address Box J-691, care of HArpwAre AGE, New York City. 





DISPLAY MAN desires position as window trimmer with high-grade 
hardware firm. Original and inventive ideas produced into displays of 
merit as handled by an artist. Over fifteen years of practical experience 
in selling efforts on big stage before countless hordes of customers. Hav- 
ing had a training in hardware work prefer that line of merchandising. 
Present field limited by bad conditions forcing unemployment, reason this 
ad. Address Box J-680, care of Harpware AGE, New York City. 





POSITION WANTED. Retail hardware man, married, 25 years old, 
desires connection with a reputable firm. Has a wide knowledge of 
mechanics’ tools, shelf hardware and housefurnishings. Willing worker. 
Understands Locksmithing and General repairs. Good selling ability. 
Salary secondary to opportunity for advancement. First class references. 
Metropolitan district preferred. Address Box J-699, care of HARDWARE 
Ace, New York City. 





HARDWARE MAN with courage and faith for the future desires 
connection if Possible where portion of salary can be invested in business. 

ell versed in builders’ and general hardware roofing. Strong on mer- 
mae eta markets and stock arrangement. Small salary accepted until 

iness improves, giving earnest cooperation. Address Box J-69 
Harpware Ace, New York City. ea ee 





HARDWARE MAN, 40 years old, with 23 years’ experience as manager, 
buyer and salesman, in the wholesale and retail hardware business. Thor- 
oughly experienced with all departments of a complete hardware, paint and 
sporting goods store. Would prefer South or Middle West, but will con- 
sider any other location. Address Box J-694, care of HarpWwarE AGE 
New York City. ; 





SALESMAN with 20 years’ experience sellin i 
g to wholesal t 
hardware dealers, department and sporting goods stores. Well Bent = 
werk a a eee Va., _ as far west as Indiana. Would like to 
ion wi manufacturer or manufact ‘ 
Box J-693, care of HAarpware AcE, New York City. shine aera 





HARDWARE and Mill Supply Salesman, twenty-ni r 
/ " - ears. T 

ae | experience. Known throughout the trade in New "York, Metropolitan 
cer from Bridgeport to Trenton; will be available after March 5th. 
ype a offer. Address Box J-698, care of HARDWARE AGE, 





EXPERIENCED HARDWARE AND SPORTING GOODS 

2 i ) = A? s NG S SALES- 
pore seeks connection. Fifteen years’ experience New England and the 
a West. Well and favorably known to the trade and can furnish 
Vert Gite. references. Address Box J-710, care of HARDWARE AcE, New 





OP desc pVANTED—Thoroughly experienced hardware and paint 
“pee an and buyer desires opening with general retail hardware house. 
a years experience buying and store management. Twenty years 
retail experience. Address Box J-695, care of HARDWARE AGE, New York 





City. 
MAN OF 14 YEARS’ GENERAL HARDWARE EXPE v 
I l SARS } : RIENCE; 
plumbing, heating and some electrical and farm machinery = hl 


m_35 years of age, married, and willin i 
, ° z to go any place in the States 
or Canada. Address Box J-706, care of HARDWARE AcE, New York City. 





WANTED POSITION AS SALESMAN OR BUYER. E 
I : . ert - 
_. 20 years experience in Cutlery, Tools, Shelf, Household aan Bulien 
ardware. Paints and Glass. [Illinois or Middle West preferred. Invite 
reply for Personal Interview. Address Mr. C. A. Frick, Cobden, Til. 





SALEM AN Tove 15 years’ experience in the Metropolitan District 
and on the road, selling eneral Hardware Lines, preference being to 
estoveeat Manufacturer or Jobber in the Metropolitan District: credentials 

ddress Box J-665, care of Harpware Act, New York City. — 





BOOKKEEPER—Underwood bookkeeping machine and comptometer 
operator. Can take full charge of general books, income tax report, etc. 
6 amen cashier and typist. Seven years in last position. References. 

dress Box J-708, care of HARDWARE Ace, New York City. 





. SALSSMAN, married, 8 years’ selling experience to the Hardware 

- ‘aint trade, wants position to represent manufacturer for Philadelphia 

a raga territory. Address Box J-709, care of HArDware Ace, New 
ity. si 





TECHNICAL GERMAN AND FRENCH TRANSLATOR, chemical, 


metallurgical. Graduate chemist. Accuracy 5 
5 » promptness assured. 45 cents 
og atm words. Address Box J-713, care of Harpware AcE, New 
ity. 





SITUATION WANTED by experienced middle-aged all-around hard- 
ware man. Specialized in builders’ hardware and fittings. Address Box 
J-702, care of Harpware Ace, New York City. 
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NATIONALLY known article, an exceptionally popular 

Summer item, Coast to Coast, is to be merchandised 
direct to Hardware Dealers and Merchants of kindred 
lines. Salesmen, here is your OPPORTUNITY. A liberal 
commission to go-getters with experience and a following 
in the big cities and adjacent territories. You must come 
well recommended. If you want a wonderful opportunity, 
write qe, eiying, details as to ability, to 

ARDWARE DISTRIBUTORS CoO., 

7427 West Chicago Blvd. Detroit, Michigan 














PARTNER WANTED—Modern Hardware, Houseware and Sporting 
Goods store, established twenty-five years in Illinois agricultural and 
industrial city near Chicago. Only two stores serving immediate trade 
territory thirty-five thousand. Will need about $10,000 clean stock. Good 
location, good building, ample room for expansion. Bank difficulties 
compel owner to seek additional capital. Best of references. Address 
Box J-655, care of Harpware Ace, New York City. 





FOR SALE, established hardware store carrying line of builders’ hard- 
ware, house furnishings, farm machinery, etc. Well located on a principal 
business street in New York State. Modern fixtures and a suitable build- 
ing. Total value well above $50,000.00. Terms reasonable to responsible 
parties. Address Box J-687, care of HARDWARE AGE, New York City. 





$6,000 CASH buys established paint and wallpaper store in South 
Jersey town. Four turnovers of stock in 1931 showed a profit of $4,500. 
No inventory sale; no agents or commissions paid. Good reason for selling. 
Address Box J-707, care of HArpware AcE, New York City. 





FOR SALE—Hardware, implement and grocery business, of thirty 
years standing; best of location and lease in town of five thousand. Address 


BOX 503, Shelbyville, Ky. 





SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Lines......+++++eseeesreerrreres $3.00 


l-Inch Box Display.....---+cecceecresesscscssces $5.00 
Four Consecutive Insertions, of Box Displays—10 Per Cent Discount 





SALESMEN and SALES AGENTS wanted by a large Eastern Brush 
Factory, established over 40 years, to sell complete line of “quality” Paint 
and Varnish Brushes, to Paint and Hardware trade, on commission basis. 
Only those with established trade need apply. State age, experience, lines 
now representing, volume of business, territory covered. Address Box 
J-714, care of Harpware Ace, New York City. 


SALESMEN calling on retail hardware, sporting goods, department 
stores, to sell only perfect bladesaving hone for safety razor blades on 
commission. An absolute_necessity. ew and great demand. Best side 
line article ever offered. Priced right and liberal commission. Be first in 
your territory. Address: Goodrich—1500 Madison Ave., Chicago, Il. 


SALESMEN—To sell factory line of baskets, direct to dealers and 
jobbers. This is an extra side line for the salesman who will work. 
Plenty of good territory open and only men who are covering their territory 
regularly with other lines will be considered. Commission paid weekly. 
Address Box J-703, care of Harpware Ace, New York City. 











SALESMAN, experienced in hardware retail trade can get permanent 
connection with old established advertising firm specializing in exclusive 
direct mail service. Strictly commission basis. State qualifications, age. 
Address P. O. BOX 93, City Hall Station, New York City. 





ROPE SALESMEN wanted for New Jersey, Delaware, Pennsylvania, 
New York, Michigan, Indiana. Sideline 5% commission. Address UNITED 
FIBRE COMPANY, 82 South Street, New York City. 





SALES ACCOUNTS WANTED 


Set Solid, Minimum of Five Limes.....+.eccseseseesessereess $3.00 


l-Inch Box Display......ccccccecescsessssevesesesessseess $5.00 
Four Consecutive Insertions, of Box Displays—10 Per Cent Discount 








MANUFACTURERS’ REPRESENTATIVE with warehouse facilities 
and sales force wishes line for Housefurnishing, Hardware Trade. Well 
acquainted with jobbers, department_store and chain store buyers, New 
York City and vicinity. Address Box J-704, care of HARDWARE AGE, 
New York City. 


MANUFACTURERS REPRESENTATIVE needs additional line for 
St. Louis and surrounding territory. Have successfully sold hardware 
dealers and jobbers this territory for eight years. Your line will be given 
oy A attention. Address Box J-692, care of Harpware Acg, New 

or ity. 


LINE WANTED—Traveled State of Texas several years selling Gen- 
eral and Builders’ Hardware and Department store trade. If you want 
Texas business have permanent and profitable line. Address Box J-686. 
care of Harpware Ace, New York City. 











WANTED—Hardware and housefurnishing manufacturers interested in 
sales distribution to jobbers or hardware and housefurnishing trade for 
New York Metropolitan district. Address Box J-711, care of HARDWARE 
Ace, New York City. 


HARDWARE AGE 



































INDEX TO ADVERTISERS 

















THE ADVERTISERS INDEX is published as a convenience and not as a@ part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 
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ALL Trades 
Need and Buy This Tool 


This new combination tool sells quickly to 
machinists, carpenters, masons, plumbers, 
sheet metal workers, architects, bricklayers, 
auto mechanics, manual training schools, 
and to the home workshop owner. All 
trades need it and buy it. 

Invaluable for layout work and for deter- 
mining clearances and angles. Instantly 
convertible for 12 different uses. 

Made of nickel-silver, rust-proof and tarnish 
proof. Weighs only 3 ozs. Fits the pocket. 
Retails profitably at $1.25 in Nickel Silver 
and $1.00 in Brass. Send for Folder, Prices 
and Full Details. 


HUTCHISON ENGINEERING CO. 


11 S. LA SALLE ST. 
CHICAGO, ILL. 
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First the grindstone; next the chain-driven 
grinder; then the gear-driven, 


AND NOW— 
the Motor-Driven Grinder 


Retains all the practical utility of past hand powered 
machines with added compactness, attractiveness, electric 
power, speed and efficiency; and all at a price within 
reach of the multitude. The latest contribution to the 
tool grinder field is the electrically driven 


PIKE G-WHIZ 


Outstanding Features : 
Coarse and Fine Wheels 
Two wheels — Not one 


Universal Motor 
Adjustable Tool Rests 


No handles to turn 
No gears to clash 

No clamps to tighten 
No cast parts. to break 


No more one-handed work Sufficient Power 
No more slow speed 


Safety Guards 


This grinder and 
two Electric Motor 
Sharpeners and two 
Electric Motor Oil- 
stones now being in- 
troduced to the trade. 
Write for complete 
information. 


PIKE MFG. CO. 
PIKE, NEW HAMP. 











lurn your spare time into - 
CAS Hi with the new 5 DEAI J 
LAWNMOWER SHARPENER 


Make More 
Money — 
Your Clerks 
Can Sharpen 
Lawn- 
mowers in 
Their Spare 
Time 


Every spare dollar you can make counts these days. That is 
why hundreds of Hardware Dealers are finding it extremely 
profitable to sharpen lawnmowers in their spare time. You 
can charge from $1.00 to $1.50 for each mower you grind 
depending upon its condition. No other equipment will bring 
you greater returns on your investment. 


HELPS YOUR LAWNMOWER BUSINESS—People 
prefer to buy their mower from the man who is in position 
to service it. Mowers ground on the Ideal Lawnmower Sharp- 
ener make satisfied customers. The new 1932 model Ideal 
Sharpener is the greatest value ever offered. 


NO TRAINING REQUIRED-Youw don't have to be a 
mechanic to operate the Ideal. Its operation is extremely 
simple and practically automatic after you have placed the 
lawnmower in position to grind. 

SPECIAL GRINDING WHEEL ATTACHMENT— 
For grinding grass shears, sickles, etc. Will add many dollars 
to your income. Our new free catalog shows you how yuu 
can make extra money during your spare time. 


Send for Free Catalog 


THE FATE-ROOT-HEATH COMPANY 
322-358 Bell St. Plymouth, Ohio 





Stock 
and Profit with 


~  GeB 


UALITY 
Products 


Man rp ARL, yen’ ae Te BY 


LOOK FOR THE “§aB" LABEL -- YOUR PROTECTION AGAINST SUBSTITUTION 


Wr 


LIGHT 
14-16-18 Mesh 
14-16 Mesh 


F encing | 


jerywhere, 
of new customers, testify to the soundness of our adherence to the standards of QUALITY 
and SERVICE which have established the mame of “G & B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 


Established 1818 - America’s Otdest Woven Wire Factory- Manufacturers 


WIRE CLOTH, NETTING and FENCING 


d , 2 ad G 
ai Galvanized a Cloth | ie all Meshes an d Ganges 


PREFERENCE: tamed pelracr wih apreaed ye © 


New York 
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Quality Products — Dependable Service 


This Company manufactures high grade Black and 
Galvanized Sheets — Electrical Sheets — Automobile 
Sheets — Special Sheets for particular uses — Formed 
Roofing and Siding Products—Galvannealed Sheets — 
Heavy-Coated Galvanized Sheets—Tin and Terne 
Plates, Etc. Use KEYSTONE Copper Steel for max- 
imum rust-resistance — proved by time and weather. 





Write for information on USS Stainless and Heat 
Resisting Steel Sheets and Light Plates—for every 
requirement to which these alloys are = 


iGet mn is St fide. a mi i 


yr aie. es 
4 i" : ie » un 


For industrial and construction uses — AMERICAN Products give service and satisfaction 


Pratersin Sheet and Tin Plate Company 
GENERAL OFFICES; Frick Building, PITTSBURGH, PA. 
SUBSIDIARY OF UNITED STATES STEEL CORPORATION 
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{ American Brock CoMPANY PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: Om WELL SupPLy CoMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY COLUMBIA STEEL COMPANY ILLINOIS STEEL COMPANY Tue Lorain StTREL COMPANY 
AMERICAN STEEL 4 WIRE COMPANY CYCLONE FENCE COMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R.R. COMPANY 
CARNEGIE STREL COMPANY FEDERAL SHIPB’LDG. & Drv Dock co, NATIONAL TUBE COMPANY UNIVERSAL ATLAS CEMENT COMPANY 
Pacifie Coast Distriéutors~Columbia Steel Company, San Francisco, Calif. Export Distriiutors—United States Steel Products Company, New York, N. Y. 
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SELL THEM | 
A 
FENCE GARDEN 











A new lawn style... a new sales opportunity 


When covered with flowering vines, the 

lawn fence becomes a beautiful living 
garden wall, a positive protection and at the same 
time an attractive part of the garden layout. It 
affords privacy and saves space. Thousands of 
home gardeners, many of them in your own com- 
munity, have accepted this newest idea featured 
in the spring advertising of Pittsburgh Fences and 
are planting their first fence gardens this season. 


‘ 


The foundation of the fence garden is an in- 
conspicuous steel wire fence, such as Pittsburgh 
Lawn Fence or Pittsburgh Patrician (Chain-Link) 
Fence. Here is your opportunity to cash in on 
a new and timely merchandising idea. Feature 
fence gardens in your local advertising and in- 
clude fences in your spring garden displays. 
Write for our new Fence Garden Booklet, “The 
New Style in Lawns,’ and complete information. 
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